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Before e-commerce, SME retailers remained limited to the local consumers only, a 
practice that limited their sales. E-commerce is now making it possible for SME 
retailers to sell their products on a bigger scale with better brand visibility and global 
presence. E-commerce permits SMEs to sell products at any time anywhere while 
maintaining minimum operational costs. However, the inability of SMEs to adapt to 
technology means they will potentially lose out on many opportunities. The research 
objective of this study was thus to examine the impact of online businesses in the South 
African retail sector with particular focus on Johannesburg SMEs, as well as to identify 
the factors limiting the growth of SMEs in Johannesburg. 
A quantitative research approach was adopted, and data were collected from 101 
respondents through structured questionnaires to analyse the impacts of E-Commerce 
in SMEs in Johannesburg, Gauteng Province, RSA.  
The findings revealed three significant benefits of e-commerce – (i) Dimension 1: 
Improved Competitiveness, (ii) Dimension 2: Cost Efficiency, and (iii) Dimension 3: 
Efficient Operation. 
Reflecting on the challenges raised by SMEs and customers alike, SME-supporting 
institutions need to ensure that IT security, privacy/cybersecurity, IT infrastructure 
management, mobility solutions, upskilling of workforce and the consequences of 
deceptive marketing are taken into consideration. Linked to these considerations would 
then have to be information, support and necessary resources to increase the 
effectiveness of e-commerce in SMEs, thereby enabling the SMEs and their customer 
base to participate more easily in e-commerce.  
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The Small Enterprise Development Agency (SEDA) commissioned “SME sector 
report” from the Bureau of Economic Research (BER) was published in January 2016 
and reported that as at quarter two in 2015, there were 2.25 million SMEs of which 
29.6% were formal while the rest were informal (accounting for most of the jobs in rural 
provinces) (BER, 2016). Furthermore, the percentage contribution to RSA’s Gross 
Domestic Product (GDP) for SMEs was reported as 57%.  
SEDA’s most recent ‘SME Quarterly Update’ reported that the number of SMEs in RSA 
grew by 3.8% year-on-year, from 2.56 million in the third quarter of 2018 to 2.65 million 
in the third quarter of 2019 (SEDA, 2020). Notably, this increase in numbers of SMEs 
occurred as around 100 000 job opportunities were shed over the same period 
demonstrating the labour absorption capabilities of this sector (SEDA, 2020). 
Small, Medium Enterprises (SMEs), also referred to as small business, play an 
essential role in an economy as they are often targeted as critical drivers of sources of 
economic growth, job creation and centres of innovation (OECD, 2013; BER, 2016; 
Rathaba, 2019, SEDA, 2020). However, the SMEs inability to adapt to technology 
means they will potentially lose out on many opportunities. In RSA, the government 
has always recognised the importance of this segment of business and also 
acknowledged the specialised support needed to enable this business sector. This 
importance and acknowledgement were expressed in the establishment of a new 
Ministry of Small Business Development 2014 (BER, 2016; Mowers, 2017).  
With the proliferation of smartphone access across the continent of Africa, online 
platforms and e-commerce have been revolutionising retail sector without the barriers 
of access to computers. This has presented an ever-expanding opportunity for 
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companies and businesses to reach a broader range of customers from every income 
group, and offer them personalised preferences, lower prices and enhanced consumer 
experiences (Goga, Paelo and Nyamwena, 2019; Rathaba, 2019).  
Online stores, mainly, provides routes to market for smaller businesses and could 
potentially result in lower transaction costs. Unfortunately, e-commerce in The 
Republic of South Africa (RSA) is still in a nascent stage compared to developed 
countries (OECD, 2013; SEDA, 2020). In RSA, e-commence has multiplied – to 
illustrate: in 2015, RSA recorded a 26% growth in online retail amounting to R7.5bn 
(Goga, Paelo and Nyamwena, 2019; Mkhosi, 2017). However, when total retail spend 
is considered, that growth is but 1-2%. It lags behind other developed markets, e.g. the 
United States of America recorded 8% of their total retail sales from e-commerce in 
the same period (Mkhosi, 2017; Bowmaker-Falconer and Herrington, 2020). 
1.2 Background 
Online retail is one component of a broader digital transformation (or digitalisation) of 
the economy. As stated previously, while it still represents a small proportion of total 
retail sales in RSA, these sales are increasingly significant in specific product 
categories, e.g. books, clothing, electronic goods etc. (Goga, Paelo and Nyamwena, 
2019).  
Online businesses have become prevalent in developed and developing countries 
alike, allowing for an increase in different online business options. It can be an 
attractive route to market for smaller firms that typically struggle with access to funding, 
thereby lowering their transaction costs while simultaneously increasing their exposure 
to many more customers (Mkhosi, 2017; Rathaba, 2019; Bowmaker-Falconer and 
Herrington, 2020). For these reasons, both small businesses and larger retailers are 
choosing e-commerce as a platform to expand their reach into new markets.  
Electronic trade or online business utilises the Internet and the World Wide Web 
(WWW). The qualities of the Internet that make it so ground-breaking are ease of use 
and all-inclusive accessibility. The vital equipment (a personal computer/smartphone 
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and an Internet association) and programming are modest to introduce and simple to 
utilise. Web indexes make it simple to discover data on the web, and programming 
encouraging the development of website pages is modestly affordable and easy to 
understand (Mustaffa and Beaumont, 2004:1). RSA SMEs are well located within the 
opportunity of exploiting web-based business on the WWW. 
The Department of Trade and Industry (DTI) and the National Small Business 
Amendment Act of RSA define SMEs according to the employee numbers, size of the 
enterprise, the total assets and yearly turnover. According to the new National Small 
Enterprise Act (Department of Small Business Development, 2019), small enterprises 
encompass 11 to 50 employees with total annual turnover of 15 to 75 million Rand, 
and medium enterprises encompass 51 to 250 employees with total annual turnover 
of 35 to 220 million Rand. The cut-off points vary with the commercial sector. Statistics 
RSA then alters those turnover cut-off points each year in order to cater for the inflation 
and publishes them in the QFS (Quarterly Financial Survey).  
The high growth of e-commerce in RSA has historically been hindered by the high 
prices and low quality of internet services, and also the reliability and cost of delivery 
mechanisms (OECD, 2013; Mkhosi, 2017; Bowmaker-Falconer and Herrington, 2020). 
Regardless, e-commerce is proliferating (albeit from a small base) and, as data costs 
reduce and logistics improve, signs are indicating that it can be expected to grow even 
faster (BER, 2016; Rathaba, 2019; SEDA 2020). 
From Figure 1.1, it is evident that the survivalist and microenterprises are not well 
geared to grapple with the complexities of e-commerce and are disproportionately 
affected by barriers to entry as detailed above. By contrast, RSA’s small and medium-
sized enterprises (SMEs) look to be well placed to benefit substantially from e-
commerce. In the SME context, e-commerce function can even allow businesses to 
sell and advertise their products globally and also create new jobs in logistics. 
Against such a background, the RSA government is implementing programmes and 
strategies, like e-commerce, to create an enabling environment for SMEs particularly. 
Confirming the timeliness, the United Nations Industrial Development Organisation 
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(UNIDO) has also launched a project to promote e-commerce between SMEs in the 
BRICS countries (Mkhosi, 2017).  
The international retail industry has experienced much change. Lately, this has been 
due to consistent development of innovation for big businesses and expanding social 
spaces virtualisation. However, the change to e-commerce based business as the 
predominant arrangement inside the RSA retail sector is not yet a "fait accompli", and 
numerous difficulties remain.  
This study will thus evaluate the impact online business has on SMEs in RSA and to 
determine whether electronic innovation positively affects SMEs. The study will lay out 
a foundation and method of reasoning to the investigation; layout the announcement 
of the issue and look into destinations and questions. To prevent misunderstanding or 
misinterpretation, this research will offer definitions of key concepts that will be used 
throughout the dissertation. 
1.3 Problem Statement  
The concept of a digitalised world remains an ideal all around the globe. Most 
countries, including RSA, have not grasped the concept of the use of technological 
advancement to further business interests. E-commerce marketing in RSA remains 
undeveloped and not fully adopted by SMEs; this means that the underlying issues 
that seem to hinder its growth need to be analysed. It should also be noted that these 
underlying issues impact on the benefits offered by this mode of trade, which includes 
business growth, the potential for disrupting larger businesses through innovation and 
skills development.  
The general view is that, even in public entities, e-commerce is considered a rich 
source of competitive advantage (Lu, Chow, Man, Jamison and Wong, 2011). Given 
the increased importance of e-commerce as a tool to enhance business 
competitiveness and cost efficiency, the retail industry must treat e-commerce as a 
core element of their business strategy (Chang, 2007).  
5 
It follows then that SME’s that adopt e-commerce practices can gain significant 
advantages in the marketplace. The benefits of this system are cost reductions due to 
greater integration efficiencies which enables the SME to pass on those savings to the 
customer and achieve a pricing differentiating advantage. This study underscores the 
need to fully conceptualise the impact of e-commerce and factors that drive its 
performance within the context of South Africa’s SMEs. 
1.4 Research Questions 
To address the above-highlighted problem, the following research questions were 
formulated:  
• RQ 1: What is the impact of e-commerce on SMEs in the South African retail 
sector? 
• RQ 2: What are the challenges facing the SMEs and influencing e-commerce 
adoption in the SMEs in the South African retail sector? 
• RQ 3: What are the recommendations that could be used by Johannesburg 
SMEs to improve e-commerce adoption? 
1.5 Research Aim 
The overall research aim of this study is to analyse the impact of e-commerce on the 
South African retail sector, focusing on SMEs while determining the challenges 
influencing the adoption of e-commerce strategies.  
1.6 Research Objectives 
The following research objectives were considered to achieve the aim of the study: 
• RO 1: To analyse the impact of e-commerce on SMEs of the South African retail 
sector. 
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• RO 2: To determine the challenges facing the influence of e-commerce adoption 
in the SMEs of the South African retail sector. 
• RO 3: To document recommendations that could be used by Johannesburg 
SMEs to improve e-commerce adoption. 
1.7 Significance of the Study 
The overarching reason behind this study is the fact that it will contribute positively to 
SMEs’ growth and sustainability. The three positive multiplier effects of increased SME 
growth are job creation, additional sources of national growth and innovation. These 
three effects fit hand in glove with RSA’s “trilemma of stagnating economic growth, 
growing economic inequality and persistent socio-economic exclusion” (Mowers, 
2017). 
The adoption of ICTs has become a novel way to leapfrog most established businesses 
when considering growth and competitiveness in either small or larger enterprises. 
Although the literature shows that SMEs are aware of the benefits of ICT, they will only 
adopt ICT if they can overcome various factors that may be seen as barriers towards 
ICT adoption (Bvuma, 2020).  
This study provides an analysis of SMEs in terms of the factors that affect and influence 
their adoption of ICT. As stated earlier, the ICT adoption framework provides guidelines 
to SMEs, government agencies, entrepreneurship hubs, policymakers of small 
business and ICT when creating ICT opportunities that can be considered for 
successful SME ICT adoption (Rathaba, 2019; Bvuma, 2020). 
From a theoretical perspective, the study will make a valuable contribution to the 
existing body of knowledge for ICT in SMEs in the context of a developing country.  
1.8   Organisation of the Dissertation 
This study comprises of the following five chapters:   
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Chapter One provided an orientation to the study, outlining study aim and objectives, 
problem statement, research questions, and significance. 
Chapter Two details the literature review. The literature on e-commerce theory, policy 
and challenges in the SME retail sector will be outlined.  
Chapter Three outlines the research design choices. The methodological approach, 
population and sampling choices, data collection, data analysis and trustworthiness of 
this study are discussed. The chapter concludes with a discussion of the limitations of 
the research design.  
Chapter Four presents the research results as obtained by descriptive and inferential 
statistics to assess the hypotheses. The data analysis is then considered in terms of 
the literature presented in chapter 2. 
Chapter Five summarises the significant conclusions that are drawn from the 
discussion of research results before outlining the study conclusions and 
recommendations. The chapter concludes with suggestions for future research and a 
discussion of the limitations of the study. 
1.9   Conclusion 
This chapter drew attention to the purpose of introducing the topic of the research. The 
chapter summarised the background information about the impact of E-Commerce in 
South African retail sector in small-medium enterprises around Johannesburg, as well 
as the rationale of the study. It is important for readers to understand how the study 
fills in the gaps, and it is also important for the researcher to achieve the purpose of 
the study. This chapter also provided a guideline of what to expect in the other chapters 





This chapter presents the relevant literature of the study. The literature review helps to 
understand the views of other scholars who studied e-commerce in the retail sector, 
specifically for SME’s. The views expressed by other scholars regarding e-commerce 
in the retail sector have significant implications on this study. The views of other 
scholars will be used in benchmarking the findings of the study.  
2.2 The Internet and E-commerce  
As indicated by Turban, Mckay, Marshall, Lee and Viehland (2008), the Internet is a 
worldwide interchange arrangement that gives direct availability to serve billions of 
clients worldwide over a neighbourhood (or LAN) employing the Internet Service 
Provider (ISP). It is a system of components that comprises several private, business, 
scholastic, open, and government systems of a neighbourhood to the worldwide 
extension that is connected by a complete cluster of electronic, remote and optical 
systems administration innovations. An individual can get to web arrangements 
through specialised hardware, portable gadgets and media, for example, modems, 
computers, links, phone lines and satellites.  
The online business term covers e-business, advanced promoting, e-showcasing, web 
advertising, and e-following (Chaffey, Chadwick-Ellis, Johnson and Mayer, 2006 :). 
History of online business goes back to the plan of exchanging over the Internet 
(Tornatzky and Fleischer, 1990; Whiteley, 2000). 
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2.3 Electronic Commerce vs Traditional Commerce 
Online business is a type of exchange which sometimes encompasses the trading of 
merchandise or administrations of a vendor to the cash of a purchaser. In this way, 
internet business is portrayed by the essential tasks of conventional exchange (Bvuma, 
2020).  
E-commerce is the electronic means that enables organisations to receive orders and 
facilitate the sale of merchandise via phone, fax, email, TV, electronic information 
correspondence systems, cell systems, and the Internet, which incorporates three 
phases: request situation, instalment, and the conveyance of the products or 
administrations (Statistics RSA, 2013; MasterCard, 2018). Boateng, Heeks, Molla and 
Hinson (2008) proposed a definition of e-commerce as “sharing of business 
information, maintaining business relationships, and conducting business transactions 
by means of telecommunications networks. 
The factors for cost-benefit analysis to measure the strengths and weaknesses in order 
to achieve great benefits from using e-commerce are discussed below (Yadav and 
Sharma, 2014). 
1. Methods for cost adequacy: Association of exchange through an e-store makes 
the nearness of shops and workplaces pointless. It reduces the expense of 
housing, promoting, publicising and retailing and, thus, the buyer can view items 
with substantially less cost. 
2. Methods for efficient operations: It requires some organisation to invest in 
acquiring an electronic store as opposed to a conventional store. It is a lot simpler 
for a customer to discover an item online instead of visiting many conventional 
shops. 
3. Methods for accommodation: The web-based business provides comfort for 
both parties (the client and business). Clients can investigate the entire inventory 
of items, look at costs, and get to them anytime and from everywhere.  
4. Methods for geological availability: Contrasting with traditional business, it 
might be simpler to infiltrate the size of the market from local to a global level by 
facilitating a site, promoting on the Internet and fulfilling specific legitimate orders. 
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5. Methods for the presentation of new items: In conventional trade, the exchange 
of the merchandise happens face to face. At e-business level, the presentation 
happens through a careful investigation of client data and the depiction of the 
pertinent attributes of the item. 
6. Methods for benefit: In contrast to the expense of conventional business 
achieved by the middlemen, overhead, stock, and confined arrangements pull 
down the advantage of the affiliation. E-exchange assembles the ideas of the 
relationship by extending bargains, cutting cost and streamlining working systems. 
7. Methods for physical assessment: Despite the capacity of a client to physically 
review the item in customary trade, in e-business, clients need to put together their 
choice based on electronic pictures, portrayal, and listed information. 
8. Methods for time openness: Mostly, conventional business outlets are opened 
for a limited amount of time, while the electronic store is available for 24 hours 7 
days per week. 
9. Methods for client cooperation: The screen-to-confront association of e-trade 
makes it increasingly hard to ensure cooperation between the business and the 
customers and to ensure that there is clear communication between both parties 
and ascertained cooperation. 
10. Methods for the process: A mechanised or computerised preparation of business 
exchanges in electronic trade leads to a minimisation in administrative blunders 
because these blunders frequently occur in the manual handling of business 
exchanges in customary business as human mediation is a central factor. 
 
The effects of using the above cost-benefit analysis were separated into tangible and 
intangible costs for further analysis: 
1. Tangible costs 
 Reduced cost of correspondence among staff and capacities with clients and 
providers, 
 Reduced promoting costs, and 




2. Intangible Costs 
 Acceleration of business forms, 
 New methods of advancement (publicising on the Web), 
 New methods for creating and keeping up arrangements of customers, 
 Elimination of geographic confinements, and 
 The entry of competitors also at a minor expense. 
 
2.4 Adoption of E-commerce in Retail 
Numerous studies have been done to analyse the adoption of e-commerce to conduct 
business practices in developing countries (Rathaba, 2019; Bvuma, 2020; SEDA, 
2020). While there are plenty of valuable benefits offered by e-commerce, many 
studies conducted previously have suggested that organisations in developing 
countries have not fully reaped the benefited as expected from e-commerce (Abbad, 
Abbad and Saleh, 2011; Terza, 2011; Aboelmaged, 2014; Rathaba, 2019; Bvuma, 
2020; SEDA, 2020). However, few studies have advised on how e-commerce barriers 
can be dealt with in developing countries in order to reap the e-commerce benefits 
(Ghobakhloo, Arias-Aranda and Benitez-Amado, 2011; Zaied, 2012; Lambert and 
Davidson, 2013; Goga, Paelo and Nyamwena, 2019).  
Understanding the factors which impact the adoption of e-commerce in developing 
countries should be the principal as these factors have different characteristics that 
influence the adoption (Savrul, Incekara and Sener, 2014; Goga, Paelo and 
Nyamwena, 2019;). Each of the studies conducted had a substantial contribution to 
understanding the factors that influence the adoption of e-commerce (Iddris, 2012; 
Rathaba, 2019; Bvuma, 2020). 
2.4.1 E-commerce Categories 
E-business is characterised as a lot of robotised business forms using the internet. E-
business influences the interior association of the organisation (worker commitment, 
work process the board, advertising, and relations with accomplices, to name a few). 
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There are nine major classes of online business (Ithinklogistics, (2019), which are as 
follows.  
1. Business-to-Business (B2B) incorporates all degrees of cooperation between the 
organisations. For instance, the vendor gets a chance to put requests and track 
the advancement of their usage, working with supplier’s databases’ information. 
2. Business-to-Consumer (B2C) incorporates the client’s association with the 
organisation through an online store, which comprises a directing and exchanging 
framework. Furthermore, it incorporates business forms in the association, and a 
"webshop window" evident to the client.  
3. Consumer-to-Business (C2B) is a framework that allows customers to post a task 
with a set spending plan on the web, and organisations make an offer on the 
undertaking. The buyer audits the offers and chooses the organisation that suits 
their needs. 
4. Shopper-to-Consumer (C2C) is mostly about online characterised advertisements, 
discussions or commercial centres where people can purchase and sell their 
merchandise. 
5. Business-to-Government also known as (B2G), is a unique sort of exchanging 
between business associations and an administration. Exchange depends on the 
legislative associations.  
6. Government-to-Consumer, also known as (G2C), is a characterisation that allows 
for a sort of exchange between the legislature and the residents, guaranteeing a 
community of resident’s access to all critical government data just as making good 
on charges and enlisting vehicles. 
7. Government-to-Government, also known as (G2G), the concept shows the degree 
of relations between the state bodies, including the single nation's organisation 
electronic business practices or between two nations' lawmaking bodies. 
8. Business-to-Employee, also known as (B2E) is a sort of exchange that speaks to 
a representative-driven e-business activity.  
9. Business-to-Business-to-Customer, also known as B2B2C, is a net stage for 
merchants to show merchandise and for purchasers to pick products and get 
furnishing deals with instalments. It works for a significant number of little and 
medium-sized undertakings. It is an immediate connection from providers, sellers 
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and clients, progressively open and around the world, without existence 
restrictions. Also, it has less moderate connections and smaller business costs.  
 
2.4.2 Benefits and Limitations of E-commerce 
There are many benefits for customers of e-businesses. For instance, the most 
repeated ones are that online businesses are productive, offer more convenience and 
assurance, and the products are affordable (Mkhosi, 2017; Goga, Paelo and 
Nyamwena, 2019). There are eight significant advantages of e-commerce (Mkhosi, 
2017; Goga, Paelo and Nyamwena, 2019):  
1. Establishing an online nearness: About 80% of the online clients go on the 
Internet with a specific product in mind. Clients expect that an online organisation 
should be accessible and reliable. 
2. Attracting new clients: Concerning entrepreneurs, one of the primary objectives 
is to develop business and be able to get new clients. Physical retail depends on 
client connections, yet online retail has the substantial advantage of driving traffic 
from the web indexes. 
3. Operational cost reserve funds: The innovation today enables organisations to 
set up an electronic administration framework, which enables them to computerise 
stock administration and reducing the expenses related to it. 
4. Better client understanding: With regards to building an advertising persona, 
given the real information, which permits to follow clients' purchasing propensities 
as far as the items are concerned. Customers are generally keen on the timing of 
procurement. 
5. Providing data about the item: Having an online business means that the seller 
can give as much data on the item as required. It is imperative to distinguish what 
is valued by a client, item portrayal, client surveys, shipping charges etc. 
6. Driving discussions and deals: A well-structured online business webpage and 
a quality item can help change deals. Moreover, well-structured online businesses 
help to restructure advertising procedures to enable the attraction of the right 
audience that are looking for goods and services.  
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7. Cost of the initial investment: Web advertising cost around the globe is minimal 
in contrast to the actual expense of customary promoting strategies. Exchange 
cost works out to be exceptionally modest. 
8. Digitised business administration: An internet-based business encourages 
paperless workplaces and procedures. 
In addition to the conspicuous focal points, the execution of e-commerce business also 
brings impediments, both for the individual shopper and for society in general. Some 
of the barriers to e-commerce includes fraud, false advertising and counterfeit products 
(Muller, Damgaard, Litchfield, Lewis and Hörnle, 2011), and poor internet connectivity 
(Lawrence and Tar, 2010). The most significant of which regards to protection, security 
and fraud: Any data, including email, goes through the majority of PC frameworks on 
the Internet before it arrives at its last destination. During the course, it may be 
followed, captured, interrupted, deleted and put away. There might be instances where 
the following data may be blocked - names and numbers of the proprietors of the visas, 
representatives’ confidential data, promoting plans, deals, the improvement of 
information items and costs, exchanges between organisations. Programmers, wafers 
and PC cheats utilise the shortcomings of the Internet to attack PC frameworks, 
resulting in damages through the burglary of access passwords to essential data, the 
presentation of electronic bugs or hindering of corporate sites, thus making them out 
of reach, all these needs internet connectivity which can be a limitation. The internet 
offers excellent chances to investigate potential purchasers. Other limitations and 
challenges can be misinterpretation /false advertising and also incorrect product (e.g. 
size) or counterfeit products, these can have a negative impact as the customer will 
have to return the products. Difficulties returning the product may result in unhappy 
consumers and discourage e-commerce. 
2.5 State of Business Environment in South Africa 
The 2019 edition of the World Economic Forum (WEF) Global Competitiveness Index 
(GCI) reported that South Africa’s overall ranking improved position from 67 out of 140 
nations in 2018 to position 60 out of 141 nations in 2019 (WEF, 2018, WEF, 2019). 
The South African economy is the second-largest in Africa. It is the most industrialised, 
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technologically advanced, and diversified economy on the African continent (WEF, 
2018, WEF, 2019). The World Bank classifies it as an upper-middle-income economy 
– one of only eight such countries in Africa (World Bank, 2020). 
Among its strengths, South Africa is home to a large market size, good infrastructure 
and a well-developed financial system (ranked 19th out of 141). South Africa’s 
innovation capability is relatively advanced (WEF, 2019), although limited by 
insufficient research and development (WEF, 2018).  
Low ICT adoption is another critical restraint on South Africa’s competitiveness 
(Rathaba 2019, Bvuma, 2020). In South Africa 54% of adult population has access to 
the internet, and at least 76 out of 100 people have subscribed to the mobile-
broadband services (ranked 69th out of 141) (WEF, 2019). Similarly, the digital skills 
(ranked 126th out of 141) and critical thinking skills (ranked 95th out of 141) of the 
current workforce are significant barriers for the progress of a thriving economy in the 
Fourth Industrial Revolution (WEF, 2019).  
This finding was echoed in the SEDA 2020 SMEs Quarterly note, which reported that 
nearly 50% of SME owners has completed high school or had attained higher levels of 
education, see Figure 2.1. The general trend from 2008 indicates a slow adjustment 
toward more schooling with the most significant reduction in 2019 coming from SME 
owners who had dropped out of secondary school. 
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Figure 2.1 Educational attainment of SME owners (SEDA, 2020:24) 
2.5.1 Size of the SME Sector in South Africa  
As stated previously, SEDA’s 2020 ‘SMME Quarterly Update’ reported that the number 
of SMEs in RSA grew by 3.8% year-on-year, from 2.56 million in the third quarter of 
2018 to 2.65 million in the third quarter of 2019 (SEDA, 2020). These numbers 
demonstrated an 18% increase from the number of SMEs in the second quarter of 
2015 (there were 2.25 million SMEs) (BER, 2016). Furthermore, the percentage 
contribution to RSA’s Gross Domestic Product (GDP) for SMEs was reported as 57% 
(SEDA, 2020).  
As per Figure 2.2, it is evident that the top three Industries for SMEs are Trade and 
Accommodation (or retail) at 41%, followed by Construction and Finance and Business 
Services at 14% and 13%, respectively. This reality points to the specific gains that 
could be made if ICT adoption interventions were targeted in this sector. 
Similarly, Figure 2.3 demonstrates that Gauteng is home to a third of the country’s total 
SME owners followed by KwaZulu-Natal and the Western Cape at 16% and 13% 
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respectively. Gauteng thus stands out as the province with the highest entrepreneurial 
activity and where the most SMME business owners can be accessed. 
 
Figure 2.2: SMEs by industry in 
2019Q1 (SEDA, 2020:20) 
Figure 2.3: SMEs owners by 
province (SEDA, 2020:21) 
2.5.2 Economic Overview of the South African Retail Industry 
Statista (2018) reported that in the year 2017, South Africans spent R31, 900 per 
second in the retail sector. Compared to 2016, spending on the retail volume (perpetual 
prices) increased by 2.9% in the year 2017; higher than the 1.7% yearly growth 
documented in the year 2016 yet lower than the 3.3% growth of 2015. The retail stores 
in RSA focused on beverages and food which saw a rise in sales by 5% in the year 
2017; the second significant annual rate of growth recorded in several types of retailer 
category stores. However, hardware stores recorded a decline in the sales with general 
dealers contributing 44% to sales.  
Insights from more than 90,000 respondents during the 2015 South African e-trade 
survey uncovered that most of the online customers were ladies between 18 to 39 
years of age and that most South Africans spent somewhere in the range of R250 and 
R1000 per buy on the web. About 28% of customers make online buys utilising their 
cell phones. The run of the mill client of e-business in South Africa can be portrayed 
as people that have had five-year web prior access, with the significant factors in 
choosing to buy web-based being value, accommodation, quick (and savvy) 
18 
conveyance time. Ordinary things acquired incorporate books, DVDs, games and 
music, hardware, PCs and telephones (Chaudhury and Kuilboer, 2002). 
2.5.3 Major Barriers Facing the SME Sector 
The oft-repeated constraints to growth for SMEs are defined as follows (BER, 2016; 
Bhorat, Asmal, Lilenstein and Van der Zee, 2018; SEDA, 2020).  
1. Lack of access to finance and credit - includes access to finance and cost of 
finance, 
2. Education and skills / Inadequately educated workforce, 
3. Infrastructure: Includes space to operate, internet, transportation, electricity, 
telephone and access to land, 
4. High levels of crime and also corruption, 
5. Competition / lack of access to market, 
6. Low levels of research and development (R&D), 
7. Onerous labour laws, and 
8. Regulation and policy / inefficient government bureaucracy - includes business 
licensing, tax, etc. 
The socio-economic conditions in developing countries have been recognised as a 
significant impediment to the adoption of e-commerce. Generally, more affluent 
countries are the first to adopt new technologies. These countries have the financial 
means, such as human capability and the infrastructure to invest in these technologies 
(Hanson and Narula, 2013; Goga, Paelo and Nyamwena, 2019).  
Internet access charges remain high (Lawrence and Tar, 2010). A flawed educational 
system in developing countries is also deemed as a barrier to the adoption of e-
commerce (Kumar, 2013; BER, 2016; Bhorat, Asmal, Lilenstein, and Van der Zee, 
2018).  
According to Tan (2012), the use of ICT depends on a user’s ability to manage the 
organisation, level of education and human capital resources than from outside (BER, 
2016; SEDA, 2020).  
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Socio-Cultural Barriers  
The cultural and social characteristics of many developing countries, when contrasted 
with the concepts linked with e-commerce, present significant obstacles to its adoption. 
The distance between consumers and companies, as well as a lack of real-time visual 
and aural interaction, often creates an e-commerce adoption barrier for companies in 
developing countries (Lawrence and Tar, 2010; Mkhosi, 2017; Bhorat, Asmal, 
Lilenstein, and Van der Zee, 2018).  
The frequent challenges faced by SMEs as regards to ICT can be summarised as 
follows (Mkhosi, 2017; Bhorat, Asmal, Lilenstein, and Van der Zee, 2018; Rathaba, 
2019; Bvuma, 2020; SEDA, 2020): 
1. Expensive or inaccessible broadband infrastructure: RSA, among other African 
counterparts, has the highest data costs and low development of broadband 
infrastructures. 
2. The E-commerce monopolistic space occupied by the telecommunication 
companies and certain role players usually crowd out the SMEs. 
3. The relatively high costs of broadband services make it difficult for SME’s to 
access the internet.  
4. Delivery and customer-end couriers services are expensive, slow and 
inefficient; therefore, it increases costs and uncertainties for many consumers. 
5. It is a statutory commitment for the administration of RSA to advance and bolster 
the job of SMEs in E-trade (Electronic Communications and moves Act 25 of 
2002). However, it seems that government organisations have no database of 
businesses engaged with E-business. This contributes to significant difficulties 
for SMEs. 
2.5.4 Overcoming Barriers of E-commerce  
Alyoubi (2015) suggested that in order for e-commerce adoption to be successful, 
common critical factors need to be present.  There are critical success factors (CSFs) 
that need to be presented in order to motivate consumers to purchase products or 
goods online.  
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One of the critical factors that support the success of e-commerce adoption is technical 
and managerial skills in the SME (Alyoubi, 2015). In order to enhance the SMEs 
competitive positioning, countries need to proactively target skills development, higher 
education and training, and efficient markets (Yunis, Koong, Liu, Kwan and Tsang, 
2011). Telecommunications infrastructure is also essential for e-commerce adoption 
(Datnow and Hubbard, 2016). Logistics systems, including both delivery services and 
traffic infrastructure, are prerequisites to the development of e-commerce (Alyoubi, 
2015). It is difficult for a country to be prosperous if e-commerce organisations have to 
start by building major infrastructure before undertaking any business initiatives 
(Datnow and Hubbard, 2016). To overcome the challenges of inefficient logistics 
systems, suppliers need to experiment with various delivery models to ensure that 
products are delivered on time (Dholakia and Zhao, 2010).  
A useful tool for assessing RSA's e-retail skills mapping in terms of how the sector 
needs to evolve is the UK mapping which was used for the prediction of necessary “e-
Skills” during the UK Sector Skills Council of 2011.These skills include business 
intelligence, technical skills, e-retail skills and operational skills. 
In recognition of these skill gaps, the Wholesale and Retail Sector Education and 
Training Authority (or W&RSETA) developed some sector interventions that currently 
exists among retailers and the W&RSETA. This will enable the supporting of the e-
retail industry and also aid overall economic development.  
It has been noted that people should be trained and adequately equipped. It is 
necessary to conquer this hurdle before preparing any e-business. E-business 
preparation, regardless of how solid, would be generally insufficient without essential 
business information, including knowledge of stock management and financial 
management (Rathaba, 2019). The test, at this point, is to build up an educational plan 
ready to fulfil these needs. 
On a positive note, RSA remains amongst the first countries in Africa to initiate 
programmes of fixed-broadband growth to back initiatives of e-commerce (Statista, 
2018).  It was in the year 2013 that the South African Government publicised its policy 
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on broadband termed RSA Connect (Statista, 2018). This policy advocated for the 
availability of 5 Mbps average users’ speed for half of its population by the year 2016 
as well as 100 Mbps international average download speed by the year 2030 (Budree, 
2017). 
2.6 E-commerce on the Global Scale: Comparative Cases 
This section explains different dynamics pertaining to the e-commerce industry from a 
global point of view. China, Ghana and RSA have been chosen to form the basis of 
this comparison. China was selected because of its rapid growth in the economy and 
infrastructure. Ghana was selected because of its strict business laws and its relation 
to other countries.  
2.6.1 International Case: China          
Of the BRICS grouping of large emerging markets, China is the most competitive, 
ranking 28th out of 141 countries (WEF, 2019). China leads the BRICS economies 
ahead of the Russian Federation (43rd out of 141), India (58th out of 141), South Africa 
(67th out of 141), and Brazil (72nd out of 141).  
As the world’s second-largest economy (the largest when taking trade into account), 
China is now at a critical juncture as it transitions to a new phase of its economic 
development – referred to as the “new normal” by President Xi Jinping – in which its 
economy will be driven less by investments and exports and more by consumption and 
services (WEF, 2019).  
In this context, China has been increasingly betting on innovation. It has become a 
prominent player in some specific areas, like artificial intelligence. China, for example, 
is already more advanced when it comes to investing in research and development 
sub-pillar than the average high-income economy. In order to catch up with the world’s 
‘super innovators’, China would need to improve performance on softer drivers of 
innovation, such as diversity, collaboration and various aspects of openness (WEF, 
2019). Other relative strengths include the Infrastructure (ranked 29th out of 141) and 
ICT adoption (ranked 26th out of 141) pillars, two remarkable achievements given the 
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sheer size of the country. China was also home to 33% of the world’s ‘unicorns’ (private 
companies valued at over 1 billion) in 2017, up from 12% in 2014. 
2.6.1.1  Economic Background 
Currently, China plays a fundamental role in the world’s economy, so e-commerce has 
a significant impact on these developments. 
Figure 2.4 shows the trend of GDP of China over a fifteen-year period, where the 
enormous development from 2000 until 2015 is demonstrated. Global recessive 
markets notwithstanding, China remains an aggressive nation attempting to become 






In 2014, the volume of web-based business showcased in China arrived at 1.8 trillion 
euros, and an estimate for 2017 arrived at 3 trillion euros. The number of residents 
who use the web for purchases have steadily increased and were reported as follows 
in 2016: 81% of the number of inhabitants in China in tier 1 urban areas are directing 
shopping on the web, 72% in level 2 urban areas and 53% in level 3 urban areas (World 
Bank, 2020).  
Figure 2.4: GDP growth of China between 2000-2015, in trillion USD                          
(World Bank, 2020) 
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2.6.1.2  E-commerce Opportunities 
While Westerners appreciate doing shopping on the web on eBay or Facebook, China 
has its very own local market players offering administration similar to their western 
partners both to local people and to the remainder of the world. These Chinese 
organisations cannot be contrasted with the Western e-commerce based business 
players with the procedure "like for like" terms and conditions (Alibaba Group, 2016). 
This is because of the distinctions in innovation, recognition, stage, and capacities, 
which make it too hard even to consider equating the Chinese markets to the Western 
markets because of the advancement of the Chinese markets.  
1. Group of Alibaba 
The Group of Alibaba is an open organisation, which was established by Jack Ma in 
1999. First and foremost, it filled in as B2B entry among Chinese and international 
shoppers. Right now, the organisation gives C2C, B2B, P2P, electronic instalment, 
shopping web crawler, and information has driven registering administrations in the 
People's Republic of China and all around the globe (Alibaba Group, 2016). As per 
Figure 2.5, Alibaba’s merchandise sales volume for online shopping year on year from 
2012 to 2016 grew by just over 300%. 
Alibaba is a tremendous biological system with many potential outcomes to direct 
online organisations. It comprises its own monetary, strategic and innovative 
frameworks to guarantee dependable and reliable progression of data required for the 
working of the entire biological system. It comprises the accompanying parts: Taobao, 
Tmall, Aliexpress, Alibaba, 1688 as commercial centres and exchanging stages for 
various gatherings and markets; Juhusuan and Alimama as showcasing stages for 
boosting deals; Alibaba Cloud as innovative cloud stages for storing information, 
Cainiao Network mechanical stages for coordination’s tasks and Ant Financial 
Services Group as monetary administrations supplier (Alibaba Group, 2016).  
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Figure 2.5: Alibaba’s merchandise sales volume for online shopping from 2nd quarter 
of 2012 to 2nd quarter of 2016 in billion RMB (Statista, 2016) 
2. Tencent 
Tencent is an open organisation which was established in 1998. Currently, it is the 
leading supplier of different Internet benefits in China, for example, correspondence, 
data, excitement, money related administrations, and so forth through social stages 
and computerised content administrations. Furthermore, it is one of the most visited 
web entrance sites. The most important Internet stages are QQ Instant Messenger, 
Weixin/WeChat, QQ.com, QQ Games, Qzone, and Tenpay. For instance, as of June 
31st, 2016, there were 899 million active client accounts on QQ. Its prominent target 
market is Chinese buyers within the age range of 16 and 30 (Tencent, 2016). 
3. Paipa 
Paipai is Tencent's online web-based business exchanging stage, which was propelled 
in 2006. Right now, it is one of the greatest and quickest developing business, among 
its populace of web-based business sites in China. It contains various channels, 
arranged for any sort of market. It likewise gives extraordinary chances to set up claim 
business with a particular assortment of administrations, for example, highlight items 




Amazon bought Joyo.com, a Chinese book retailer and rebranded the company as 
Amazon.cn in order to expand. This is one of the primary Internet exchanging stages 
concentrated on selling an assortment of merchandise and enterprises everywhere 
throughout the world (Statista, 2016). 
2.6.1.3  Major Challenges of Chinese E-Commerce 
1. Trust  
The trust among merchants and buyers plays a significant role in any productive 
electronic business trade. Trust is the pivotal issue in the online business condition. 
Different from the traditional exchange, trust is logically noteworthy in e-business since 
products and undertakings gained over the Internet cannot be immediately affirmed 
because of the non-appearance of rules in online business (Mustafa, 2016). 
2. Readiness Level 
The readiness level is another factor of the online business challenges. A framework 
was displayed, which included three degrees of status, which are Organisational 
Readiness (OR), Industry Readiness (IR) and National Readiness (NR) (Mustafa, 
2016).  
Industry status level and industry preparation signify the ability to sustain internet 
business innovation reception, considering the fact that SMEs have less impact and 
power contrasting with more prominent associations (Mustafa, 2016). 
2.6.1.4  China Summary 
The pace of online shopping in China is expanding quickly. The internet shopping 
market is pushing ahead at an extraordinary pace, and the worldwide B2C advertise 
has developed tremendously as of late. An investigation of online purchasers and their 
buying power demonstrates that development will keep on being steady and 
maintainable later on. As the three phases of improvement of seaward web-based 
transporting shows the course of coordination of assets, the internet business players 
should upgrade capacity to contend, however the incorporation of assets and interest 
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in a business relationship. There is no uncertainty that the future lies in internet 
business and that global organisations ought to rush to seize the open doors that pilot 
territories in China bring to the table. 
2.6.2  Africa Peer Country: Ghana 
Ghana, officially the Republic of Ghana, has a population of approximately 30 million 
people. Ghana's growing economic prosperity and democratic political system have 
made it a regional power in West Africa (World Bank, 2020). This country has a market-
based economy with relatively few policy barriers to trade and investment in 
comparison with other countries in the region, and – much like RSA – Ghana is 
endowed with natural resources (WEF, 2019).  
2.6.2.1  Economic Background 
Ghana's economy has been strengthened by 25 years of relatively sound 
management, a competitive business environment, and sustained reductions in 
poverty levels, but in recent years has suffered the consequences of loose fiscal policy, 
high budget and current account deficits, and also a depreciating currency (WEF, 
2018). As of 2018, key economic concerns facing the government include the lack of 
affordable electricity, lack of a solid domestic revenue base, and the high debt burden. 
Priorities for the new administration thus include rescheduling some of Ghana’s $31 
billion debt, stimulating economic growth, reducing inflation, and stabilising the 
currency (WEF, 2018; WEF, 2019). 
While only 39% of the adult population has access to the internet, a massive 92 out of 
100 people have subscriptions for mobile-broadband services (ranked 41st out of 141) 
(WEF, 2019). Another strength, the digital skills among the active population (ranked 
69th out of 141) is contrasted with a low score on critical thinking in teaching (ranked 
92th out of 141). Ghana thus has a better chance within its current workforce of 
overcoming the significant barriers for the progress of a thriving economy in the Fourth 
Industrial Revolution (WEF, 2019). 
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2.6.2.2  SMEs in Ghana 
SMEs are regarded as the engine of growth of the world economy because they 
contribute to more than eighty per cent of a nation’s economic growth and account for 
more than ninety per cent of the entire businesses (Kartiwi, 2006). While there are 
existing studies on e-commerce adoption in both developed and developing countries, 
there are few in Ghana. Existing e-commerce adoption studies in Ghana (Awa et al., 
2015) mostly use models or frameworks that were designed for innovation adoption in 
developed countries. Kartiwi (2006) suggested investigating the views of successful e-
commerce adopters to enable researchers to have a holistic understanding of SMEs 
e-commerce adoption in Ghana. The paper sought to identify in more detail what 
published field-based evidence exists of the factors that influence the e-commence 
readiness of SME in developing countries. 
2.6.2.3  Barriers to Internet and E-Commerce Adoptions by SMEs 
As indicated by Docherty and Simpson (2004), the achievement of utilisation and 
execution of online business relies on perceiving the obstructions introduced by the 
web for a web-based business. An issue, once recognised, is half understood. This 
implies that once an organisation can distinguish its boundaries, it can without much 
of a stretch settle on techniques and advances to beat them. Kshetri (2007) examined 
web-based business obstructions under three classifications: financial, socio-political 
and intellectual components. To him, the centre of the financial and sociopolitical 
factors for the most part around natural attributes, the intellectual angle discusses 
hierarchical and singular practices. The financial hindrances as clarified by Kshetri 
(2007) incorporate moderate web dissemination, inaccessibility of Visas, inaccessibility 
of physical conveyance frameworks and low data transmission accessibility. Then 
again, Kshetri (2007) contends that the socio-political obstructions assess government 
guidelines like protection and security, absence of business laws for online business 
and social frame of mind of inclination to the eye-to-eye exchanges as against online 
exchanges. The subjective obstructions incorporate the absence of mindfulness and 
comprehension of potential open doors that web-based business and the web gives. 
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Figure 2.6 shows a rundown of the elements sketched out in the primary outline, which 
could additionally be packed into pre-exchange boundaries, exchange obstructions 
and post exchange hindrances. The pre-exchange boundary is comprised web 
infiltration, ICT aptitudes, and ICT framework (Kshetri, 2007). The value-based 
hindrance is comprised charge card entrance and budgetary exchange laws. The post-













Figure 2.6: Barriers to e-commerce (adopted from Kshetri, 2007) 
Dixon and Turley (2001), European Commission (2002) and Buckley and Montes 
(2002) portray six considerable boundaries to entering the advanced economy, which 
is as follows:  
1. Some SMEs do not know about what ICT can do to improve their business tasks 
even with a substantial challenge in the worldwide web. Some consider the 
advancements and procedures not pertinent to the items and administrations 
they offer.  
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2. Some SMEs are in little and speciality markets. These business sectors are here 
and there, totally neighbourhood oriented, with the end goal that they need to 
bother with the worldwide availability accessible through the web. In such 
specialities, verbal goes about as the assurance for quality assistance and 
unwavering quality.  
3. The impression of uncertainty around issues of security and protection related 
to the utilisation of the web.  
4. Most SMEs come up short on the fundamental ICT aptitudes that structure the 
bases for participating in the advanced economy.  
5. The high beginning set up costs and the apparent continuous expense of ICT 
and internet business additionally go about as boundaries to the selection 
among SMEs.  
6. Due to its inheritance sunk cost, most SMEs do not have the advantage of 
assets for experimentation in the ICT territory. To such SMEs, their speculations 
need to work for them quickly and need not be recorded.  
Riemenschneider and McKinney (1999) have distinguished that the hindrances for the 
appropriation of web-based business are security, preparing, cost, specialised 
information, and recognition to corporate principles. Obstructions to the reception of 
web and web-based businesses have been sorted into three (Scupola, 2001): (i) Right 
off the bat, the "apparent costs", which incorporates budgetary speculation, managerial 
changes, and the time it takes to set up the framework; (ii) the "hierarchical status", 
which is the degree to which an association is set up to receive web-based business, 
for example, abilities and information on data innovation, inner IT backing, and backing 
from outer gatherings, for example, IT sellers; and (iii) the third class is "outer 
condition", which incorporates government guidelines.  
Social hindrances in individual nations may likewise exist to stop the acknowledgement 
of web-based business as a method for working together (Bingi, Sharma and Godla, 
1999:7-14). For instance, in Ghana, shopping is a social action, and individual up close 
and personal contacts with merchants are significant shopping experiences. This is 
specific to advertising ladies who like to meet and can foresee a decrease in the cost 
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of merchandise and enterprises regardless of whether it is immaterial. MacGregor and 
Vrazalic (2005) utilise the outline underneath figure to disclose further the obstructions 
to internet business reception: 
2.6.2.4  Ghana Summary 
While numerous scholars of online business writing share the view that a web-based 
business has huge opportunities for organisations in developing countries, various 
moves should be defeated before developing countries can completely appreciate the 
advantages of web-based business and web reception. These incorporate the 
accompanying: restricted broadcast communications framework, getting hold of 
qualified staff with the essential abilities to create and bolster web-based business 
locales, low degree of aptitudes in ICT keeps individuals from utilising the web, 
unfavourable and temperamental frameworks to convey physical products, low 
financial balance and charge card infiltration, low pay, low PC and web entrance 
(Anigan ,1999; Bingi et al., 1999; Marshall, Sor and McKay, 2000 ).  
Elkin (2001) additionally contended that doubt of what organisations do with individual 
and MasterCard data is a web-based business issue and could be a genuine deterrent 
to web-based business development. Another significant test is in the territory of the 
number of web clients expected to manufacture a minimum number of online buyers 
(Elkin, 2001). Also, a low degree of monetary advancement and little per capita 
earnings of developing nations like Ghana turns into a test to SMEs' selection of web-
based business and web advances. 
2.7 Conclusion 
The literature review confirmed what Mathu and Tlare (2017) maintained, i.e., e-
commerce has helped SME retailers assume new technology demands from 
consumers to permit them to engage in e-business. The impact is that such practice 
has modernised the ways the stores, regardless of their SME size, undertake business. 
The retail sector in South Africa has been on a decline before e-commerce was 
introduced. Nowadays, every old-style retailer has mobile and web offerings just as 
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many large e-commerce businesses like Warby Parker, Bonobos, and Amazon are 
introducing more brick-and-mortar online shops (Matikiti, Mpinganjira and Roberts-
Lombard, 2018). 
Furthermore, the rapidly evolving technologies are the more significant plea for SME 
retailers to discover new approaches to connecting with customers (Awa, Ojiabo and 
Emecheta, 2015). With the advent of wearable technology and advanced mobile 
merchandises, consumers are adopting e-commerce or online shopping and using 
technologies daily. E-commerce is, therefore, offering buyers and SME retailers’ new 
communication methods and opportunities to generate new marketplaces as well as 
features and activities wherein businesses and consumers participate more. For the 
retailing sector, e-commerce is increasingly becoming an essential business-strategy 
component and a strong facilitator for financial development (Kabanda and Brown, 
2017). 
Cost-effectively, e-commerce is letting retailers widen their customer base beyond the 
region of operation, improve brand presence, track their finances quickly, and increase 
advertising and research. Through e-commerce, SME stores have become a viable 
secondary choice of selling products because clients prefer personalised and easier 
shopping than walk-in shops (Ogbuji and Udom, 2018). SME retailers now can vend 
their merchandise across regional borders, thus offering SMEs the potential of 
dramatically increasing their revenues and client base.  
The increasing customer base is additional pressure on SME retailers; they must be 
able to predict this pressure and create a cost-effective way of delivering their products 
to consumers. The methods include thorough online merchandising and having a 
trustworthy centre of distribution that can offer the products directly to the clients. E-
commerce, therefore, includes the complexity of logistics alongside consistent access 
and means to retail to clients (Nuseir, 2018). 
According to Maduku, Mpinganjira and Duh (2016), SMEs that adopt e-commerce 
cater for the apparent performance gaps and exploit commercial opportunities. In the 
majority of the SMEs in RSA, the significant impact of IT includes allowing inter-
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business exchange, better supply-chain participation, and attendance of competitive 
advantages in several processes. IT and e-commerce assist SMEs to attain market 
share by growing into earlier inaccessible marketplaces by partnerships with giant 
delivery firms like DHL or TNT. Such partnerships permit SMEs collaborative business 
relations by overcoming infrastructural limitations. Through network dealings and 
elastic specialisation, SMEs compete and attain economies-of-scale. Networking and 
involvement in the supply chain are valuable channels for SME to access new 
technologies and markets, and thus are crucial to SME competitiveness (Ainin, 





In this chapter, the discussion of research strategies and methods used for the 
collection of data are discussed. Furthermore, the sampling strategy and the sample 
size procedure are also outlined. Lastly, the chapter concludes with the strategies used 
to enhance the trustworthiness of the observation.   
3.2 Research Design 
According to (Hair Jr, Sarstedt, Matthews and Ringle, 2016) , valuable research is a 
product of a planned, well-thought-through and informed approach regardless of 
whether the design followed is qualitative or quantitative. (Saunders, Lewis and 
Thornhill, 2016) clearly state that research design is a plan of the research questions 
in order to have the needs answered adequately. 
Specifically, questionnaire was used as a method of data collection as the researcher 
questioned the subjects and obtained their responses by impersonal means under field 
conditions, i.e. via email (Saunders and Lewis, 2012). As such, the researcher would 
not be able to control/manipulate any variables resulting in an ex-post-facto design 
because the data collected can only report what was happening (Zikmund, Babin, Carr, 
and Griffin, 2013). Since such an interaction was once-off, this was a cross-sectional 
study as it captures the perceptions and information at this point (contrasted with a 
longitudinal study which is repeated over an extended period). 
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3.3 Research Methodology 
The results of the study are often influenced by the nature of the methodology used to 
conduct it. Apart from outlining the design of the research, a methodology also 
highlights a step-by-step process envisaged by the researcher to collect and analyse 
research data.  
This study employed the quantitative study for two main reasons. The first reason was 
that since a quantitative method is based on exact science, the findings would be more 
accurate than those generated through a qualitative method (Creswell, 2017). The 
second reason was that a quantitative study is less time consuming than a qualitative 
method (Creswell, 2017).  Using the quantitative method saved the researcher a great 
deal of time and resources since some of the research information was gathered by 
emailing the study instrument to participants. A research methodology is influenced by 
either an interpretivist paradigm or a positivist paradigm depending on the nature of 
research objectives being pursued. According to Hair et al. (2016), positivism is a 
research philosophy based on the reasoning that reality can be explained objectively. 
Interpretivism asserts that reality is not independent of bias, but seeks meanings 
assigned by individuals in the social context (Saunders, Lewis and Thornhill, 2016). As 
such, this study is positivist, given that the research aims to establish e-commerce 
adoption needs with the intention of developing recommendations based on the data 
analysis. 
3.4 Population 
A population can be described as the total number of research participants where a 
study is selected (De Vos, 2011). A manageable and accessible sample of that total 
population is the focus of a research inquiry. Manageability and accessibility, in this 
case, refers “to targeting a sample size that costs less in terms of the researcher’s 
resources and time” and can be accessed by the researcher (Owolabi and Okebukola, 
2009; Leedy and Ormrod, 2010; Adeoye and Popoola, 2011).  
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The study poplution included different SMEs based in Johannesburg since the City of 
Johannesburg is deemed as the economic powerhouse of RSA, and the city generates 
17% of the gross domestic products of RSA through service industry sectors, retail, 
and manufacturing (Economics hub, n.d.). The study focused on retail stores in 
Johannesburg North. The majority of these retail stores were using e-commerce and 
a few were not using ecommerce.  
3.5 Sampling Method 
According to Mugo (2002), “Sampling is the act, process, or technique of selecting a 
suitable sample, or a representative part of a population for the purpose of determining 
parameters or characteristics of the whole population.” Landreneau (2005) highlights 
that a sample can be chosen either through probability or non-probability sampling 
method. When probability sampling is employed, each element of the population 
stands an equal chance of being included in the study.  
On the other hand, when a non-probability sampling method is employed, there is no 
fair representation as a result of the non-random selection method adopted for the 
population elements. In non-probability sampling contexts, the researcher uses his or 
her discretion to select the study participants. A researcher employing purposive 
sampling deliberately targets particular population elements that are fit-for-purpose.  
Purposive sampling was employed in this study because it allowed the researcher to 
sample based on convenience as related to those respondents that the researcher has 
access to and who could, in turn, recommend other retailers who would be able to add 
value to the study objectives. In this way, the sample snowballed and attracted those 
respondents most likely to be able to participate meaningfully. Retail sector employers 
and employee who were well placed in the e-commerce system, had a reasonable 
perspective on the factors impacting e-commerce in the SME’s, and displaying 
success in using the e-commerce were selected to participate in the study. 
Due to lack of funds and time to reach all the SME’s, only 101 retailers were 
approached in different parts of Johannesburg North and one respondent per store 
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was required to participate. The targeted participants included owners, managers, and 
customers of retail stores. 
3.6  Data Collection  
Hox and Boeije (2005) reiterate that there are different ways researchers can collect 
data from participants. Survey is the most popular technique used for primary data 
collection in a quantitative research. Survey enables researchers to generate prompt 
feedback from the participants. In order to collect data, the researcher designed a 
questionnaire as the relevant research instrument. It is a document of original entry 
that contains raw data collected from key informants. An instrument, therefore, 
contains probing or investigative questions that help the researcher to uncover 
accurate discoveries or hidden truths about the phenomenon being researched (Yin, 
2011). When designing an instrument, a researcher must always be guided by the 
research objectives or research questions.  
According to Hox and Boeije (2005), primary data represents data that are gathered 
for the first time in order to address particular problem-solving. Primary data was 
collected through survey questionnaires involving 101 respondents drawn from 
different retail sectors in Johannesburg. The surveys were administered with the aid of 
a questionnaire guide. Questionnaire contained specific sections with dedicated 
questions to be completed by owner/ manager and customer (see Appendix B). 
Section A covered demographic profile of the participants, section B covered questions 
on usage, benefits and challenges for SME owners, and section C covered questions 
on usage, benefits and challenges for customers.  
Each respondent completed the questionnaire as the owner/manager of the retail store 
and as a client of another store. All the approached respondents participated as most 
of the questionnaires were handed physically, which made it easier to be filled and 
handed back immediately. Other retailers were e-mailed the questionnaire and a 
reminder to participate was sent therefore the questionnaires were successfully 
returned. 
37 
3.7  Data Analysis and Interpretations 
The empirical data from the 101 responses collected was imported into IBM Statistical 
Package for Social Science (SPSS) version 26. The data were initially analysed for 
missing values, using 10% as per the guidelines of Dong (2013). All the responses 
were retained and used for further analysis. Initially, the descriptive statistics were 
analysed for the demographic information using frequencies and percent frequency to 
obtain the characteristics and where applicable visualised with pie charts and 
histograms.  
This was followed by analysis for reasons for adopting electronic technologies using 
Friedman test to determine mean rank and rank order and their significance at 95% 
confidence (p <.05) to understand the importance of adoption of electronic 
technologies. The Chi-square was used to understand the association between usage 
and benefits. Where there was a statistically significant relationship, the Cramer's V 
(φ) was used to determine the strength of the relationship based on the guideline of 
Akoglu (2018) (See Table 3.1). 
Table 3.1: Interpretation of Cramer's V 
 
Source: Akoglu (2018) 
3.8 Reliability and Validity  
The validity of the study determines whether the measure is free from systematic and 
random error was analysed using both content and construct validity (Diamantopoulus 
and Schlegelmilch, 2003). For content analysis, the face validity was analysed to 
38 
ensure that the instrument captures the characteristics of interest, and this was done 
with a pilot study. In the pilot study, five questionnaires were completed by the potential 
participants, which was conducted to ensure the ease of understanding and to identify 
whether the survey questionnaire captures the characteristics of interest. The 
recommendations were incorporated into the final sample.  
For construct validity, the factor analysis was conducted using principal components 
analysis (PCA) with Varimax Rotation. The suitability of the factor analysis was 
confirmed with the Kaiser-Meyer-Olkin Measure of sampling adequacy (KMO) and 
Bartlett's test for sphericity. The number of the retained or extracted constructs were 
though constructs with Eigenvalues of more than one and their number was also 
confirmed with the scree plot. Cronbach alpha coefficient (α) was used to provide a 
measure of the internal consistency of a test or scale, also known as the reliability of 
the constructs (Tavakol and Dennick, 2011). The values of 0.6 and higher indicated 
the reliability of the constructs (Hair et al., 2006). 
3.9 Limitations of the Study  
There are various limitations to the study outlined below: 
Sample Selection and Size: The third quarter of 2019 indicated that there were 2.65 
million SMEs in South Africa (SEDA, 2020). Out of the 2.65 million SMEs, 33% of them 
are in Gauteng, i.e., approximately 875 000. The SEDA study goes on to say that 41% 
of the SMEs are in the trade and accommodation sector, i.e., just under 360 000. This 
translates to a sample size of 384 considering 95% confidence level and 5% margin of 
error. However, this sample size is for the province and additionally due to the time 
and cost constraints, only 101 respondents were included in this study. This means 
the vast majority of SMEs in the retail and accommodation sector did not form part of 
the study. This gives the study a limited focus. The use of non-probability sample 
techniques limits the generalisability of the results reported.  
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Geographical Area: The study’s target population was located in Johannesburg. Time 
and cost constraints made representation from the other nine provinces/cities 
challenging to achieve. 
Johannesburg, Gauteng Province Context: Constraints in time, access to potential 
respondents, information and cost made Johannesburg specific research the only 
possible option for the researcher. 
South African Context: Again; time, access to respondents and cost constraints 
made country-specific research the only possible option for the researcher. 
3.10 Ethical Considerations  
One of the reasons why a code of ethics bounds research activity is that by their very 
nature research activities deal with sensitive and complex issues of human rights 
nature (Creswell, 2017).  
Introductory letter was distributed along with the questionnaire, which explained 
autonomy and confidentiality (see Appendix A). The following ethical issues were 
attended to during the study: 
3.10.1 Informed Consent 
The research participants’ permission to participate was secured through formal 
consent. All participants were informed that participation was completely voluntary and 
that they could withdraw at any time. 
3.10.2 Protection against Harm 
The participants' right to dignity, conventionality, and safety was maintained (Stevens, 
2013). This means that the researchers gave the assurance that the data collected 
was for the sole purpose of research and was collected without the intention to cause 
harm or victimisation. 
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3.10.3 Confidentiality and Anonymity 
Confidentiality is one of the values that guided the researcher, and as such, the 
researcher pledged to treat the inputs generated from participants with the highest 
level of confidentiality. 
3.11 Conclusion  
This chapter drew attention to the basics of research. A research methodology refers 
to systematic processes, procedures and rules that govern a logical research activity. 
The chapter also outlined the sampling approach the study used to select the sample. 
The right sample size is one that is both adequate and relevant. Other matters tackled 
in this chapter include the critical role played by research instruments, the value of 
ascertaining the validity and reliability of research findings. Establishing the validity and 
reliability of research findings is crucial in that it enhances the credibility and 
trustworthiness of the evidence used to deduce research conclusions and 
recommendations. The limitations of the study were also outlined as limited access to 
the total population of SMEs in the retail sector made Johannesburg city-specific, 
Gauteng province-specific and South Africa country-specific research the only time 
and cost-efficient option. Lastly, the ethical considerations and precautions were laid 
out, i.e. informed consent, protection against harm, confidentiality, anonymity and 
permission to conduct the study.  
Chapter 4 outlines the study findings and concludes with a discussion on how the study 




FINDINGS AND ANALYSIS 
4.1 Introduction 
The study aims to analyse the impact of E-commerce in the South African Retail Sector 
with the focus in the Johannesburg small-medium enterprises. As explained in chapter 
3, the study was conducted using quantitative methods, which is based on cross-
section descriptive design. This chapter presents the results of the analysis of data 
obtained from the questionnaire survey which were circulated to the respondents 
namely, owners, managers and employees who responded on behalf of the small and 
medium enterprises as well as the customers. A total of 101 responses (100% 
response rate) were received, which was within the theoretical sample size of the 
study.  
4.2 Demographic Profile of the Study  
4.2.1 Personal Profile  
To understand the demographic profile or respondent's background, seven variables 
were evaluated, and these were the gender, highest level of education achieved, age, 
number of years since the business existed, their position of work, organisation type, 
and the number of employees in the company. These variables formed the 
demographic profile of the study. The information is explained in the following section.   
From a total of 101 respondents, 50.5% were females, and 49.5% were males as 
presented in Figure 4.1, indicating equal participation of both males and females. This 





Figure 4.1: Gender distribution 
The respondents were further required to indicate their highest level of education. The 
different age participation was to see which age group is more likely to use and 
understand e-commerce. About 27.1% of the respondents had a Diploma, followed by 
those who had a Bachelor's degree with 24.2% and an Honours degree with 14.1%. 
There was about 13.1% of the respondents who had a Certificate, 9.1% with Matric 
and 8.1 with a Master's degree (Figure 4.2). 
 
Figure 4.2: Highest level of education achieved 
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Figure 4.3 represents the different ages of the respondents. There was 48.7% which 
comprises respondents between the age of 26-35 years, followed by 27.7% of 
respondents between the ages of 20-25 years, about 13.9 % of respondents between 
the ages of 36-45 years and 7.9% of respondents between the ages of 46-55 years and 




Figure 4.3: Age group 
Figure 4.4 presents the number of years since the business existed. The highest 
number of respondents indicated that their businesses existed between 0-5 years, 
which comprised 32.7%. This was followed by 31.7% for those that their businesses 
existed between 5-10 years and 21.8% of those that their businesses existed for 15-
20 years. About 5.0% of the respondents indicated that their businesses existed 
between 20-25 years, and 1.0% of those that their businesses existed for more than 




Figure 4.4: Number of years of business existence 
Figure 4.5 shows the organisational type of businesses of the respondents. The results 
show that of the 101 respondents, majority indicated that their organisational type was 
retail with a total of 28.7%, followed by those who belonged in the fast-moving 
consumer goods organisations with a total of 22.8% and a total of 14.9% who belonged 
in the food industry. However, the lowest group of the respondents indicated that they 
belonged in the mining organisation with a total of 2%, followed by those who belonged 
in the parastatals organisation with a total 5% and a total of 5.9% who indicated that 
their organisation state is manufacturing industry (plastic) and other organisations. 
Meanwhile, a total of 6.9% said they work for consulting organisations and a total of 




Figure 4.5: Organisation type 
4.2.2 Company profile  
Table 4.1 presents the descriptive statistics with a total of 101 respondents who were 
required to indicate their current positions within the workplace. The results show that 
the majority of these respondents were owners with a total of 46.5% (n=47), followed 
by those who said that they are managers with a total of 28.7% (n=29). Furthermore, 
the lowest group of these respondents held other positions within the workplace with a 
total of 1% (n=1), 10.9% (n=11) of the respondents said their current position was 






Table 4.1: Descriptive statistics for the current position 
  Frequency (n) Percent % 
Position in the 
organisation 
Owner 47 46.5 
Manager 29 28.7 
Consumer 12 11.9 
Manufacturer 11 10.9 
Other (please specify) 1 1.0 
Total 100 99.0 
Missing System 1 1.0 
Total 101 100.0 
Table 4.2 shows the descriptive statistics of the organisational type with full 
participation from the respondents. The results show that out of the hundred and one 
respondents, the majority indicated that their organisational type was retail with a total 
of 28.7% (n=29), followed by those who belonged in the fast-moving consumer goods 
organisation with a total of 22.8% (n= 23) and a total of 14.9% (n= 15) who belonged 
in the food industry. However, the lowest group of the respondents indicated that they 
belonged in the mining organisation with a total of 2% (n=2), followed by those who 
belonged in the parastatal organisations with a total 5% (n=5) and a total of 5.9% (n=6) 
who indicated that their organisations are in the manufacturing industry. Meanwhile, a 
total of 6.9% (n=7) said they work for consulting organisation and a total of 7.9% (n=8) 




Table 4.2: Descriptive statistics for organisational type 
  Frequency (n) Percent % 
Organisation type 
Non – Governmental 
Organisation 8 7.9 
Fast Moving Consumer Goods 23 22.8 
Mining 2 2.0 
Manufacturing Industry (Plastic) 6 5.9 
Parastatals 5 5.0 
Retail 29 28.7 
Consulting 7 6.9 
Food Industry 15 14.9 
Other (please specify) 6 5.9 
Total 101 100.0 
The results in Table 4.3 show the number of employees in the different companies, 
with the highest group who said that they are a total of 1-20 employees in their 
company with a total of 52.5% (n= 53), followed by those who say they are a total of 
21-50 employees in their company with a total of 26.7% (n= 27). Furthermore, the 
lowest group of these respondents indicated that they are a total of 151-300 employees 
with a total of 5% (n=5), and 15.8% (n= 16) respondents said their company has a total 




Table 4.3: Descriptive statistics for the number of employees 
  Frequency (n) Percent % 
Number of 
employees in the 
company 
1 – 20 53 52.5 
21 – 50 27 26.7 
51 – 150 16 15.8 
151 – 300 5 5.0 
Total 101 100.0 
 
4.3 Adoption and Usage of E-Commerce in South African Retail 
Sector 
To understand the adoption and the usage of the E-commerce in these enterprises, 
the study explored the driving force for the adoption of electronic technologies, the 
reasons for adopting electronic technologies in the business and training methods for 
staff. This is to ensure they are on par with the latest technology as well as the 
technologies that are in currently use by the enterprises.  
4.3.1 Driving Force for the Adoption of Electronic Technologies  
Table 4.4 shows the results of the driving force for the adoption of electronic 
technologies, and there was full participation by the respondents in these questions. 
The results show that 43.6% of the respondents indicated that the business owners 
were the driving force for the adoption of electronic technologies within their 
enterprises. This highlighted that the owners were central to the initiation to adopt the 
technology in their enterprises. Noticeably, was that almost one in five customers were 
also regarded as the driving force for the technology adoption. This means that their 
requirements or suggestion were central to the enterprise adopting the technology.  
Commented [A1]:  
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The managers (14.9%) of the business, as well as the employees (12,9%), were also 
highlighted to be the driving force, with less than 10% responses indicating that they 
were the external suppliers. This means the external suppliers had limited influence in 
the adoption of the technology in these small-medium enterprises.  





4.3.2 Reasons for the Adoption of Electronic Technologies  
There were ten possible reasons for adopting electronic technologies by these small-
medium enterprises. However, the respondents indicated that the most dominant 
reason was that it was recommended by a business associate (26.7%) and for 
competitive advantage (25.7%). This is followed by the customer-driven views, which 
are due to customer preferences (23.8%) as well as to assist with the possible increase 
of the customer base (Table 4.5).  
None have adopted due to tax costs, with only 4.0% highlighting labour costs as the 
reason for adoption, 7.9% to increase the online shopping offers with more options. 
Other reasons for the adoption or adoption of e-commerce were provided, and that 




 Driving Force Frequency Percent Frequency 
The owner 44 43.6 
The manager 15 14.9 
The employees 13 12.9 
The customers 19 18.8 
External supplier 10 9.9 
Other 2 2.0 
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Table 4.5: Reasons for adopting electronic technologies 
 Variable  Frequency Percent frequency Mean Rank  Rank order 
Recommended by a 
business associate 27 26.7 6.73 1 
Media /business platforms 
influence 15 14.9 6.08 5 
To try and align business 
with Industry 4.0 
technologies 
12 11.9 5.92 6 
To have competition 
advantage 26 25.7 6.68 2 
To be able to access the 
Internet 10 9.9 5.81 7 
For increased customer 
base 22 21.8 6.46 4 
Customers preference 24 23.8 6.57 3 
Online Shopping Offers 
More Options 8 7.9 5.70 8 
Lower Labour cost 4 4.0 5.48 9 
Tax Costs 0 0 5.26 11 
Other  1 1.0 5.32 10 
The results in Table 4.5 show the rank order and the mean values of the reasons for 
adopting electronic technologies. Friedman's test for the reasons for adopting 
electronic technologies was conducted. The results show the statistical difference 
between the variables with χ2 =80.975, p<0.000 and a df of 10 (Table 4.6).  





Asymp. Sig. .000 
a. Friedman Test 
4.3.3 Training Methods for Staff with the Latest Technology 
There was also an evaluation of the training methods for staff to ensure they are on 
par with the latest technology. The respondents indicated that the training methods 
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that were being offered to the staff, which constituted 56.4%, with 14.9% indicating in 
house training (Table 4.7). At the lower end, fewer respondents said there were other 
training methods with a total of 2% (n=2), followed by those who said conferences, 
exhibitions, company visit with a total of 5.9% and 8.9% being cross-departmental 
training.  
Table 4.7: Training methods 
  Frequency Valid Percent 
Training being offered 
to staff to ensure that 
they are equipped with 
the latest technology 






Training 9 8.9 
Short courses 12 11.9 
In house training 15 14.9 
Other (please specify) 2 2.0 
Total 101 100.0 
 
4.3.4 Technologies in Use by the Enterprises 
The extent of the use of business technology in retail sectors were evaluated (see 
Table 4.8). 96% of enterprises stated that there is an internet connection in their areas 
or premises or for their business, with 85% also in possession of their enterprise 
website. Electronic technologies for administrative procedures are used by 84% of the 
respondent's organisation, and email communications were also popular (used by 
81%). The use of the Internet and websites to promote the company's products was 
also popularly used by 82.7% of organisations. In comparison, 77.6% of organisations 
use the Internet to search for new or potential suppliers. 76.8% of enterprises use 
electronic interaction to communicate information between the company and the 
government agencies such as SARS and also submitting tax returns online. Customers 
can opt to receive their invoices electronically, and this method is used by 84.7% of 
enterprises.  
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Table 4.8: Technologies in use by the enterprises 
 Yes No Total 
There is an Internet connection. 96.0% 4.0% 100.0% 
There is a Website 85.0% 15.0% 100.0% 
 Electronic technologies for administrative 
procedures are used 81.4% 18.6% 100.0% 
Email communications 81.0% 19.0% 100.0% 
The publishing of information on a website page 
such as products, prices and catalogues 77.6% 22.4% 100.0% 
Effectively use the Internet and Website to promote 
the products offered by the company 82.7% 17.3% 100.0% 
Surfing the Internet to search for new suppliers 77.6% 22.4% 100.0% 
Electronic interaction between the company and 
government agencies, such as SARS 76.8% 23.2% 100.0% 
The electronic ordering of goods from suppliers 85.4% 14.6% 100.0% 
Send electronic invoice to customers 84.7% 15.3% 100.0% 
Our tax returns are submitted online via SARS e-
filling 71.7% 28.3% 100.0% 
These findings reveal that there is a high usage of these basic technologies in the 
enterprises among the retailers.   
4.4 Benefits of using E-commerce in the South African Retail Sector 
There was a dual assessment of the benefits of using e-commerce in the retail sector 
from the perspective of the customers as well as the proxies for the enterprise (owners, 
managers and employees).  
4.4.1 Benefits of using Electronic Technologies – Enterprises' Perspective 
Descriptive statistics   
The enterprises' perspective shows that there are many benefits that e-commerce 
offers, which is an advantage to many businesses. Three-quarters of the respondents 
(75.0%), either 'agree' or 'strongly' agree that the benefit of technology use is that it 
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saves time, with about two thirds (67.4%) highlighting that is reduced the operating 
costs.  
Furthermore, more than half of the respondents believed that they have a benefit of 
better management of customer, which includes better management of customer 
information (54.5%) and improved customer service (52.6%). Other benefits include a 
reduction of marketing cost and better management of marketing information, as well 
as improvement in supply chain and logistics management 









Saves time 2.0% 14.0% 9.0% 34.0% 41.0% 
Reduced operating costs 4.1% 11.2% 17.3% 34.7% 32.7% 
Reduced inventory and 
purchasing costs 
3.1% 15.3% 24.5% 27.6% 29.6% 
Increased speed of dispatching 
goods 
5.1% 13.3% 22.4% 31.6% 27.6% 
Marketing cost reductions 4.0% 16.2% 21.2% 31.3% 27.3% 
Supply chain cost reductions 4.0% 23.2% 23.2% 30.3% 19.2% 
Administrative cost reduction e.g. 
invoices, quotation 
5.1% 23.2% 22.2% 25.3% 24.2% 
Improved customer service 4.1% 13.4% 29.9% 25.8% 26.8% 
Meeting customer expectations 4.1% 15.3% 28.6% 26.5% 25.5% 
Better management of marketing 
information 
3.0% 19.0% 26.0% 26.0% 26.0% 
Better management of customer 
information 
4.0% 14.1% 27.3% 30.3% 24.2% 
Ability to complete with larger 
organisations 
4.1% 15.3% 36.7% 24.5% 19.4% 
Reduced stock and lead time 6.3% 18.9% 31.6% 27.4% 15.8% 
Improved competitiveness 
 
6.2% 17.5% 26.8% 21.6% 27.8% 
Improve operational efficiency 6.1% 19.4% 24.5% 25.5% 24.5% 
Reach new and or/ global markets 7.3% 16.7% 30.2% 30.2% 15.6% 
Reduced information search and 
transaction costs 
7.1% 16.3% 35.7% 30.6% 10.2% 
Inexpensive advertising medium 8.2% 15.3% 32.7% 21.4% 22.4% 
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4.4.2 Factor Analysis and Reliability Assessment  
Table 4.10 presents the Kaiser-Meyer-Olkin measure of sampling adequacy (KMO) 
and Bartlett's test of the variables which was 0.919 and is significant with a p-value of 
<0.000, a df of 153 and an approx. Chi-square of 1703.869.  These results confirm that 
there was sampling adequacy for the factor analysis.  
Table 4.10: KMO and Bartlett's test 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .919 
Bartlett's Test of Sphericity Approx. Chi-Square 1703.869 
Df 153 
Sig. .000 
Factor analysis results had a total of eighteen items that were extracted, resulting in 
three dimensions. This is confirmed by the scree plot with the infliction confirming three 
dimensions are retained (Figure 4.6). 
 
Figure 4.6: Scree plot for the benefits of using e-commerce in retail 
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Dimension 1 (indicated in Table 4.12, highlighted in grey under Component 1 column).  
had a total of eleven items, with a variance of 62.51% and Eigenvalue of 11.52 with 
the loading factors of 0.616-0.844 (Table 4.11).  
Table 4.11: Factor analysis for benefits of using e-commerce in retail 









Dimension 1 11 62.513 11.252 0,616-0,844 0.955 Excellent 
Dimension 2 3 8.057 1.450 0,548-0,800 0.881 Good 
Dimension 3 4 7.076 1.274 0,525-0,567 0.900 Excellent 
*  - Based on George & Mallery (2003) guidelines  
Dimension 2 (indicated in Table 4.12, highlighted in grey under Component 2 column). 
had three items, with a variance of 8.057% and Eigenvalue of 1.450.  
Dimension 3 (also indicated in Table 4.12, highlighted in grey under Component 3 
column) having four items and a variance of 7.076%.  
These three dimensions have an overall cumulative variance of 77.64%. All these 
dimensions are reliable based on the guidelines of George and Mallery (2003), with 
dimension 1 having a Cronbach Alpha (α = 0,955), dimension 2 (α = 0.881) and 








Table 4.12: Rotated component matrix for the benefits of using e-commerce in retail 
Variable  Component 1 2 3 
Improved competitiveness .844 .257 .251 
Improve operational efficiency .823 .295 .307 
Better management of customer information .784 .273 .237 
Reach new and or/ global markets .765 .314 .257 
Reduced stock and lead time .738 .101 .479 
Better management of marketing information .719 .390 .243 
Ability to complete with larger organisations .616 .399 .328 
Meeting customer expectations .596 .548 .213 
Improved customer service .577 .534 .359 
Inexpensive advertising medium .465 .807 .019 
Reduced information search and transaction 
costs .398 .800 .109 
Supply chain cost reductions .191 .696 .525 
Marketing cost reductions .262 .683 .485 
Administrative cost reduction, e.g. invoices, 
quotation .180 .650 .527 
Reduced operating costs .309 .212 .840 
Reduced inventory and purchasing costs .297 .233 .818 
Saves time .400 .150 .811 
Increased speed of dispatching goods .291 .541 .567 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 9 iterations. 
4.4.3 Benefits of using Electronic Technologies – Customers' Perspective 
Descriptive Statistics   
Customers have seen the benefits that e-commerce offers. The result of the study 
shows that 63.4% of the customers highlighted availability (24/7) as the major benefit 
of e-commerce, followed by 40.6% highlighting that it can allow for the buying of 
products faster and easier (Table 4.13). Another benefit highlighted by about a third of 
the respondents (30.7%) is that customers can simply select products from various 
providers without physical movement. The least benefit was on the low shipping costs, 
with only 9.9% revealing this as the benefit. This shows how the benefits were ranked 
from the highest benefit to the lowest. 
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Table 4.13: Descriptive statistics on benefits using E-commerce – customers' 
perspective 
Variable Frequency  Percent 
frequency 
Faster buying product and easy to buy 41 40.6% 
Buying 24/7 64 63.4% 
There are no theoretical geographic 
limitations 
25 24.8% 
Better quality of services 22 21.8% 
Low shipping cost 10 9.9% 
Customers can simply select products from 
various providers without physically moving 
31 30.7% 
Improved communication/ quality of 
information 
17 16.8% 
Cost savings 15 14.9% 
4.4.4 Reliability Assessment  
Initial factor analysis did yield optimum constructs, and as such only one dimension 
was extracted. Initially, the construct was made by the eight variables resulting in a 
Cronbach alpha coefficient (α = 0.536). After the removal of the variable 'Customers 
can simply select products from various providers without physically moving', the 
overall reliability was α = 0,611, which is higher than 0.6 as proposed by Hair et al. 
(2006) (see Table 4.14). 
Table 4.14: Cronbach alpha on benefits of using e-commerce – customers' 
perspective 
Reliability Statistics 
Cronbach's Alpha N of Items 
.611 7 
 
4.4.5 Impact of E-commerce in the South African Retail Sector 
The impact of e-commerce in the South Africa retail sector was evaluated by 
understanding the influence of usage on the benefits. A Chi-square analysis of the 
association was conducted based on the following equation:  
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The formula is based on the square difference between the observed values (o) as 
well as the expected values (e) which are then divided by the expected value. To 
determine the strength of the association, post-chi-square analysis, Cramer's V is 
determined, with the value higher than 0, 25, indicating a strong association based on 
the guidelines of Akoglu (2018). 
Association between Usage and Benefits  
The results of the technologies in use by the enterprises were discussed and were 
tested to see the association against the benefits of using e-commerce in retail. Table 
4.15 shows the impact between the usage and benefits with the benefits consisting of 
four dimensions. The results show that only dimension two and three were statistically 
significant. There was a statistically significant relationship between two dimensions, 
internet connectivity and publishing information on/ a web page such as products, 
catalogues and brochures" (χ2 = 22.326, df= 11, p= 0.022), and a weak association 
with a Cramer's V (φ) of 0.482.  





Sig 2 tail df Cramer's V (ϕ) 
Dimension2 * Publishing 
information on a web page such 
as products, catalogues and 
brochures. 22.326a 0.022 11 0,482 
Dimension2 * Using the Internet 
to search for new suppliers 20.268a 0.042 11 0.457 
Dimension3 * There is an Internet 
connection. 27.183a 0.027 15 0.532 
Further results show that dimension 2 was statistically significant with "Using the 
Internet to search for new suppliers" (χ2 = 20.268, df= 11, p= 0.042) and a Cramer's V 
(φ) of 0.457.  There was a statistically significant relationship between dimension 3 and 
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"There is an Internet connection." (χ2 = 27.183, df= 15, p= 0.027). There was a medium 
association with a Cramer's V (φ) of 0.532. 
4.5 Challenges of using E-commerce in the South African Retail 
Sector 
There was also a dual assessment of the challenges of using E-commerce in the retail 
sector from the perspective of the customers as well as the proxies for the enterprise 
(owners, managers and employees).  
4.5.1 Challenges of using Electronic Technologies – Enterprises' Perspective 
Descriptive Statistics  
The implementation of e-commerce has had critical challenges of technology in retail 
sectors at small-medium enterprises (see Table 4.16). For the sake of the analyses 
“Strongly disagree” and “Disagree” are grouped as “Disagree”, while “Strongly agree” 
and “Agree” are grouped as “Agree”. The four significant challenges highlighted were 
IT security and privacy/cybersecurity (81.7%), Infrastructure management (78.4%), 
systems availability due to load shedding (76.3%) as well as the high cost of 
implementation (74.0%). There were other highlighted challenges even though they 
were not as high as the above mentioned, the majority of the respondents (≥ 50%), still 
'agree' or 'strongly agree' as the challenges. These include internet network 
connectivity (69.1%), required resources (69.4%) and Reverse logistics-Return of 





Table 4.16: Descriptive statistics on challenges using E-commerce – enterprises' 
perspective 
 Disagree Not Sure Agree 
IT security and privacy/cyber security 5.1% 13.3% 81.7% 
Infrastructure management 6.2% 15.5% 78.4% 
Load shedding 6.2% 17.5% 76.3% 
Resources 10.2% 20.4% 69.4% 
High cost of implementation 6.2% 19.8% 74.0% 
Internet network connectivity 8.2% 22.7% 69.1% 
Converting shoppers into paying customers 11.5% 34.4% 54.2% 
Choosing the right technology (right email 
software, right inventory etc. 
10.3% 34.0% 55.6% 
Reverse logistics-Return of products and 
refunds 
11.4% 29.2% 59.4% 
The struggle of competing on price 12.6% 32.6% 54.7% 
Shipping rate 13.8% 34.0% 52.1% 
Skills challenges 12.7% 33.7% 53.7% 
Staffing 12.7% 35.8% 51.6% 
 
4.5.2 Factor Analysis and Reliability Assessment  
Factor analysis is a technique that is used to reduce a large number of variables into 
fewer numbers of factors. This technique extracts maximum common variance from all 
variables and puts them into a common score. As an index of all variables, we can use 
this score for further analysis.  
The results of the Kaiser-Meyer-Olkin (KMO) and Bartlett's test are presented in Table 
4.17. The Kaiser-Meyer-Olkin measure of sampling adequacy test of the variables was 




Table 4.17: KMO and Bartlett's Test 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .913 
Bartlett's Test of Sphericity Approx. Chi-Square 1120.521 
df 78 
Sig. .000 
Table 4.18 shows the factor analysis results with a total of two dimensions retained; 
the results show that dimension 1 has a total of eight items with a total variance of 
65.297 and an eigenvalue of 8.489. Furthermore, dimension 2 consist of five items with 
a total variance of 8.612 and Eigenvalue of 1.120.   
Dimension 1 has a total of eight items, i.e. 'IT security and privacy/cybersecurity', 
'Internet network connectivity', 'Load shedding', 'High cost of implementation', 
'Infrastructure management', 'Converting shoppers into paying customers', 'Choosing 
the right technology (right email software, right inventory etc.)' & 'Resources' (also 
indicated in Table 4.19 highlighted in grey under Component 1 column). The total 
variance of Dimension 1 is 65.297 and it has an eigenvalue of 8.489. This means that 
the eight items together as Dimension 1 accounts for 65.297% of the variance. 
Furthermore, Dimension 2 consists of five items, i.e. 'Skills challenges', 'Shipping rate', 
'Staffing', 'The struggle of competing on price' & 'Reverse logistics-Return of products 
and refunds' (they are also indicated in Table 4.19 highlighted in grey under 
Component 2 column).  The total variance of Dimension 2 is 8.612 and an eigenvalue 
of 1.120. This means that the five items together as Dimension 2 accounts for 8.612% 
of the variance. 
The implication from a relative weighting perspective is that the first eight items taken 
together under Dimension 1 are more heavily weighted than the five items taken 
together under Dimension 2. 
 
62 
Table 4.18: Factor analysis 








alpha (α) Reliability 
Dimension 1 8  65.297 8.489 0,613-0,835 .940 Excellent 
Dimension 2 5  8.612 1.120 0,688-0,848 .917 Excellent 
All these dimensions are reliable based on the guidelines of George and Mallery 
(2003), with dimension 1 having a Cronbach Alpha (α = 0,940) and dimension 2 (α = 
0.917). 
Table 4.19: Rotated component matrix for challenges of using electronic technologies 
– entreprises' perspective 
Variables Component 1 2 
IT security and 
privacy/cybersecurity .835 .190 
Internet network connectivity .823 .358 
Load shedding .819 .321 
High cost of implementation .792 .333 
Infrastructure management .782 .409 
Converting shoppers into 
paying customers .676 .439 
Choosing the right technology 
(right email software, right 
inventory etc. 
.639 .618 
Resources .613 .357 
Skills challenges .272 .848 
Shipping rate .251 .845 
Staffing .320 .773 
The struggle of competing on 
price .516 .733 
Reverse logistics-Return of 
products and refunds .538 .688 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser 
Normalization. 
a. Rotation converged in 3 iterations. 
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4.5.3 Challenges of using Electronic Technologies – Customers' Perspective 
Table 4.20 shows Friedman's test, which was conducted to understand the mean rank 
order with a total of 101 respondents. The results show the statistical difference 
between the dimensions with χ2 = 30.685, p<0.000 and a df of 5.  
Table 4.20: Freidman's Test 
Variables Frequency % Frequency Mean rank 
Rank 
order 
Potential fraud 50 49.5 4.02 1 
Internet connectivity 35 34.7 3.57 3 
Incorrect product (e.g. size) 29 28.7 3.40 5 
Difficulties returning the product 30 29.7 3.43 4 
Misinterpretation /false advertising 36 35.6 3.60 2 
Complex navigation on website 15 14.9 2.98 6 
Friedman test: N= 101; df = 5; Chi-Square 30.685, p-value<0.000 
There was a total of six dimensions developed, with Potential fraud ranking number 1 
with a mean rank score of 4.02, followed by Misinterpretation /false advertising taking 
second place with a mean score of 3.60, on the third place was Internet connectivity 
with a mean rank of 3.57. Number four of these dimensions was Difficulties returning 
the product with a mean rank of 3.43 and incorrect product (e.g. size) ranked number 
five with a mean rank of 3.40. The dimension that ranked the lowest was Complex 
navigation on a website with a mean score of 2.98.  
The results show that the frequency ranged from a high of n=50 to a low of n=15, the 
highest mean was for Potential fraud with 49.5% (n=50), followed by Misinterpretation 
/false advertising with 35.6% (n=36) and Internet connectivity with a total of 34.7% 
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(n=35). However, the lowest frequency was for Complex navigation on a website, with 
a total of 14.9% (n=15).  
4.6 Discussion of Analysis 
4.6.1 Size and Relevance of the Sample 
The sample comprised 101 responses; this is within the acceptable range of the 
minimum sample size of 100 for quantitative studies. In addition to these guidelines, 
the confirmation of the adequacy of the sample size was confirmed with the post hoc 
test on GPower 3.1, which is an analysis based on sample size estimation and 
statistical power analyses (Prajapati, Dunne and Armstrong, 2010). The sample size 
was adequate with the lowest Cramer’s V, φ = 0.457 for the effective size as per the 
analysis in Table 4.21 and the highest degrees of freedom (df =15). The results show 
that there was a good statistical power for this sample size, with Power (1 -βerr prob) 
= 0.858, which is 85.8%, a power higher than the acceptable minimum Power of 80% 
(Table 4.21).  
Table 4.15: Post Hoc Test for Statistical Power Analysis for Chi-Square 
 
In addition to the adequacy of the sample, there was confirmation of the sample 
relevance. The gender was balanced with an equal split of about 50% each for both 
males and female. This is in line with the demographic ratio of 0.980 (980 males per 
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1 000 females) (Stats SA, 2019). There was also a good diversity of age groups as 
well as the highest educational qualification. This implies that the responses will be 
diverse and provide good insights. Furthermore, the number of years of business 
existence ranged from being new businesses to businesses with more than 25 years 
in existence. These businesses were diverse from mining to food, retail, consulting, as 
well as non-commercial organisations (NGOs). As such, there were both adequacy 
and the relevance of the sample size, which would provide rigour to the results of the 
study. This is despite there being no generalisability due to non-availability of the 
population repository.  
 
4.6.2 Adoption and Usage of E-Commerce in South African Retail Sector 
There is an increase in the use of technology across the sector of the economy around 
the world, and they are becoming the driving force that influences the way of living, it 
was of interest in the study to understand the adoption and usage of e-commerce in 
the South African retail sector. To understand the adoption and usage, this study 
investigated the driving force for the adoption of electronic technologies, the reasons 
for adopting electronic technologies in the business and training methods for staff.  
The results of the study revealed that more than 70% of the respondents indicated that 
the driving force for adoption was internal, mainly from the business owners, with about 
20% initiated by clients and 10% by external service providers. Similarly to other 
initiatives in the business, which are appropriately sponsored with buy-in from the 
authority in the business, there is a high chance that the adoption and usage would be 
successful because it is internally driven.  
The results also revealed that the primary reasons for adoption are based on a 
recommendation by a business associate, for competitive advantage and based on 
customer preference – likewise, an attempt to increase the customer base and the 
influences of media or business platforms.   
The reasons for adoption were in line with other reasons explained in the literature. 
Chan, Lee, Dillon and Chang (2007) and later, Lu, Chow, Man, Jamison and Wong 
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(2011) highlighted the increased importance of e-commerce as a tool to enhance 
business competitiveness and cost-efficiency. As such, it is expected that the retail 
industry must treat e-commerce as a core element of their business strategy as this is 
considered a rich source of competitive advantage. This is critical to improving South 
Africa’s competitiveness which is synonymous with low ICT adoption, which becomes 
a restraint for competitiveness (Rathaba 2019, Bvuma, 2020). Chan, Lee, Dillon and 
Chang (2007) also highlighted that e-commerce is regarded as a method for efficient 
operations as it is a lot simpler for a customer to discover an item online instead of 
visiting many conventional shops. These are further driven by the increase in 
technology use and access to social and business media platforms.  
According to the results of the study, the major technologies in use were the electronic 
ordering of goods from suppliers, send an electronic invoice to customers, the effective 
use of the Internet and Website to promote the products offered by the company mainly 
in the presence of a website and access to an internet connection.  
These findings are congruent with those from Ghobakhloo, Arias‐Aranda and Benitez‐
Amado (2011), who argued that e-commerce is useful for ensuring geological 
availability, as a more straightforward way to infiltrate the market from local to a global 
level by facilitating a site, promoting on the Internet and fulfilling specific legitimate 
orders and methods for the process.  This includes the mechanised, or computerised 
preparation of business exchanges in electronic trade leads to a minimisation in 
administrative blunders because these blunders frequently occur in the manual 
handling of business exchanges in customary business as human mediation is a 
central factor. 
To this end, the operating environment, as well as the socio-economic factors, are the 
primary reasons for the adoption of e-commerce in the retail sector.  
4.6.3 Benefits of Using E-commerce in the South African Retail Sector 
The findings revealed three significant benefits of e-commerce; these are improved 
competitiveness (dimension 1), cost efficiency (dimension 2), and efficient operation 
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(dimension 3). These findings are congruent with the outcomes of the study by Goga, 
Paelo and Nyamwena (2019) and Rathaba (2019) who explained that e-commerce 
presents an ever-expanding opportunity for companies and businesses to reach a 
broader range of customers from every income group, and offer them personalised 
preferences, lower prices and enhanced consumer experiences.  
The improved competitiveness from better management of customers can compete 
with more prominent organisations, delivering improved customer services and better 
management of stock and lead time. Bowmaker-Falconer and Herrington (2020) 
explain that e-commerce is more attractive to smaller businesses with inadequate 
funds, thus using it as an initiative to lower their transactions costs while simultaneously 
increasing their exposure to many more customers. This reduction of cost, among 
others, includes the supply chain costs, administration costs as well reduction of 
marketing costs.  
Mkhosi (2017) as well as Goga et al. (2019) highlight the eight significant advantages 
of e-commerce such as establishing an online nearness, attracting new clients, 
operational cost reserve funds, better client understanding, providing data about the 
item, driving discussions and deals, cost of the initial investment as well as digitised 
business administration.  
Correspondingly, effective operations also lead to improving productivity through 
saving time, increased speed of dispatching, and the overall reduction of operational 
costs. This study’s findings show an agreement on the benefits between the suppliers 
and the customers. They agree that e-commerce allows for faster buying of the 
product, 24/7 selling, overall cost-saving, and efficiency, as they can simply select 
products from various providers without physically moving. 
4.6.4 Impact of E-commerce in the South African Retail Sector 
The impact of e-commerce in the South African Retail sector was investigated in the 
study by understanding the association between usage and benefits. The findings 
revealed that there was a statistically significant association between cost efficiency of 
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e-commerce and publishing information on a web page such as products, catalogues 
and brochures, cost efficiency and using the Internet to search for new suppliers and 
efficient operation and internet connection. These results show the importance of e-
commerce adoption, which delivers improved competitiveness, cost efficiency and 
efficient operation of the IT security and privacy/cybersecurity, infrastructure 
management. This is where systems availability is not constrained due to load 
shedding. Load shedding results in a lack of connectivity and is compounded by the 
high cost of e-commerce implementation; these are the most significant barriers.  
4.6.5 Challenges of Using E-commerce in the South African Retail Sector 
The findings of the study also revealed that despite the benefits, the implementation of 
e-commerce had experienced critical challenges of technology in retail sectors at 
small-medium enterprises. The four significant challenges highlighted namely, the IT 
security and privacy/cybersecurity, infrastructure management, systems availability 
due to load shedding, which results in lack of connectivity amongst as well as the high 
cost of implementation. This shows synergies to the customer’s view, which highlighted 
potential fraud in line with IT security and privacy/cybersecurity, misinterpretation /false 
advertising, and internet connectivity in line with infrastructure management and 
systems availability.  
The IT security and privacy or cybersecurity is an ongoing concern across the different 
industries in their quest of advancing technology in their operation. The major problem 
is the compromise of personal data, as well as the organisational data, which is 
necessary for organisational uniqueness and competitive advantage.  
The infrastructure management and system availability are other challenges on the 
implementation of e-commerce. Hanson and Narula (2013), which were later 
supported by Goga et al. (2019), explain that the socio-economic conditions in 
developing countries such as South Africa have been recognised as a significant 
hurdle to the adoption of e-commerce. This is in line with the findings of the study. The 
authors further explain that the more affluent countries are the first to adopt new 
technologies and do so extensively because they do have the financial means, human 
69 
capability and the infrastructure to invest in these technologies unlike the developing 
nations such as South Africa.  
Lastly, the high cost of implementation remains a challenge. This is not surprising; 
Bhorat et al. (2018) and SEDA (2020) explain that the lack of access to finance and 
credit remains a significant problem for the SMEs. With the high cost of implementing 
e-commerce, it remains a challenge for adoption and successful implementation. The 
charges for internet access remain high, among other items (Mkhosi, 2017). The 
presence of the digital divide in these developing nations does not help as the 
disparities between groups and societies result in other sections of the population 
being unable to adopt ICTs and e-business practices due to high cost (Alyoubi, 2015). 
4.7 Summary and Conclusions 
The results showed that the use of e-commerce has a good impact on the retail sector 
in South Africa. Goga, Paelo and Nyamwena (2019), supported by Mkhosi (2017), 
argue that despite the view that the South African e-commence has multiplied since 
2015, with a 26% growth, it is still only 1-2% of the total retail spend and lags behind 
other developed markets such as the United States of America which recorded 8%. 
This is despite the fact that the retail sector in RSA has been on a decline before e-
commerce came in. However, good use of e-commerce has seen the positive impact 
of online shops. This implies that e-commerce in South Africa has potential but has not 
been fully exploited especially by the SMEs.  
E-commerce has helped SME retailers assume new technology demands from 
consumers to permit them to engage in e-business. The impact is that such practice 
has modernised the ways the stores, regardless of their SME size, undertake business. 
The core benefits of the usage of e-commerce were drawn from the study and were 
divided into two categories:  which are the benefits to the business (owner/manager) 
and benefits to the customer. 
The enterprises' perspective shows that there are many benefits that e-commerce 
offers, which is an advantage to the business. The conclusion drawn from the results 
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of the study was that, of the participants interviewed, 75% agree that e-commerce 
saves time, 67, 4% agreed that it reduces operation costs, 54.5% agreed that e-
commerce improves management of information whereas 52, 6% agreed that it 
improves customer service. Other benefits include a reduction of marketing cost and 
better management of marketing information, as well as improvement in supply chain 
and management. The results of the technologies in use by the enterprises were 
discussed and were tested to see the association against the benefits of using e-
commerce in retail.  
The results show that only dimension two and three were statistically significant. There 
was a statistically significant relationship between two dimensions, internet 
connectivity and publishing information on/ a web page such as products, catalogues 
and brochures. Further results show that dimension 2 was statistically significant with 
"Using the Internet to search for new suppliers" based on the Table 4.15: Association 
between usage and benefits. Majority of the customers highlighted a major benefit as 
the (24/7) availability , followed by 40.6% benefit of buying products faster and easier, 
another benefit was the benefit of being able to select a product without physical 
movement and this was highlighted by 30,7% customers. The least benefit was on the 
low shipping costs, with only 9.9%. 
In conclusion, the findings revealed three significant benefits of e-commerce, which 






CONCLUSION AND RECOMMENDATIONS 
5.1 Introduction 
The adoption of information communication technologies (ICTs) such as the Internet 
to conduct business practices in developing countries is very crucial. The advantages 
offered by e-commerce may undoubtedly be beneficial for businesses and their 
operations. Many studies conducted have shown that organisations in developing 
countries have not fully benefited from the attractive gains offered by e-commerce. 
However, a few studies conducted have evaluated how organisations in developing 
countries can outgrow barriers associated with e-commerce in order for them to gain 
from the potential.  
This chapter presents the conclusions and recommendations of the study conducted. 
The goal of this research was to analyse the impact of e-commerce on SMEs of South 
African retail sector and to determine the challenges facing the influence of e-
commerce adoption in the SMEs of the South African retail sector. The research also 
aims to recommend strategies that can be adopted to improve the use of e-commerce 
in Johannesburg small-medium enterprises. The conclusion and recommendation of 
this chapter are based on the results and discussed relative to the objectives of the 
study. 
5.2 Overview of the Literature Reviewed 
Hamad, Elbeltagi, Jones and El‐Gohary (2015) contend that e-commerce has by now 
changed ways traditional commercial transactions are undertaken, improved 
commercial value through fundamentally altering how products and services are 
marketed, conceived, supported and delivered. SMEs are using e-commerce to boost 
their customer-relations quality by either delivering enhanced service or lowering 
expenses through networking that permits just-in-time control of inventory. Abdullah et 
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al. (2018) maintain that e-commerce provides SMEs with the chance for improved 
suppliers, partners, and intended customer interactions for relations and service. E-
commerce is improving SME product and service promotion by mass-customisation as 
well as one-on-one marketing. E-commerce offers a fresh and direct avenue for current 
retailing products and decreases the costs of processes like data distribution and 
marketing time. Rahayu and Day (2016) state that e-commerce improves SME 
consumer service through automated services and round-the-clock operations, 
offering the consumers choice, data, time, savings, and convenience with advances 
that enhance value to shopping. Similarly, e-commerce fosters SME societal 
interaction. Many retailers and consumers use the Internet for both e-commerce and 
data gathering, as well as to interact and keep in touch with one another. Individuals 
often desire online interactions than physical interactions because they are more 
convenient and an entertaining medium (Abdullah et al., 2018). 
The benefits that customers, SMEs, and society enjoy from e-commerce include the 
ease of transacting, product comparability, fast delivery, as well as the capacity to 
initiate any type of transaction at their convenient time (Burton and Scheepers, 2017). 
E-commerce enables service delivery at reduced costs, improving quality of care and 
community living. SMEs can focus on delivering products to customers at their places 
of convenience. E-commerce enables better education and information to individuals. 
The information and communication delivery capacity of e-commerce benefits every 
sector of the society (Bankole, Bankole and Brown, 2017). 
5.3 Summary of Data Adequacy and Relevance 
The sample comprised of 101 responses. The sample size was adequate with the 
lowest Cramer’s V, φ = 0.457 for the effective size as per the analysis. The results also 
showed that there was a good statistical power for this sample size, with Power (1 -
βerr prob) = 0.858, which is 85.8%. 
There was confirmation of the sample relevance as well. Gender was balanced with a 
good diversity of age groups and also educational attainment. Furthermore, the 
number of years of businesses in existence ranged from new businesses to 
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businesses with more than 25 years in existence. These businesses were also diverse 
from mining to food, retail, consulting, as well as non-commercial organisations 
(NGOs).  
As such, there were both adequacy and the relevance of the sample size, which 
provide rigour to the results of the study.  
5.4 Summary of the Results 
5.4.1 Research Question One 
What is the impact of e-commerce on SMEs in the South African retail sector? 
The results of the study revealed that more than 70% of the respondents indicated that 
the driving force for adoption was internal, mainly from the business owners, with about 
20% initiated by clients and 10% by external service providers. The primary reasons 
for adoption are based on a recommendation by a business associate, for competitive 
advantage and based on customer preference – likewise, an attempt to increase the 
customer base and the influences of media or business platforms.  
The primary technologies in use were the electronic ordering of goods from suppliers, 
sending an electronic invoice to customers, the effective use of the Internet and 
Website to promote the products offered by the company mainly in the presence of a 
website and access to an internet connection. 
The findings revealed three significant benefits of e-commerce, which are as following: 
• Dimension 1: Improved competitiveness (working hard to be able to compete 
and to have an advantage within their competitors/ the market). 
• Dimension 2: Cost efficiency (to be able to save costs). 
• Dimension 3: Efficient operations (being able to deliver quality goods and 
services to customers). 
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5.4.2 Research Question Two 
What are the challenges facing the SMEs and influencing e-commerce adoption in the 
SMEs in the South African retail sector? 
The four significant challenges highlighted by SMEs were IT security and 
privacy/cybersecurity, infrastructure management, systems availability due to load 
shedding, which results in a lack of connectivity as well as the high cost of 
implementation.  
These business challenges showed synergies to the customer’s view, which 
highlighted potential fraud in line with IT security and privacy/cybersecurity, 
misinterpretation/false advertising, and internet connectivity in line with infrastructure 
management and systems availability. 
5.4.3 Research Question Three 
What are the recommendations that could be used by Johannesburg SMEs to improve 
e-commerce adoption? 
The SMEs have indicated that they need information, know-how and assistance with 
IT security, efforts to improve privacy/cybersecurity and IT infrastructure management. 
Therefore, SME-supporting institutions need to ensure that IT security, 
privacy/cybersecurity and IT infrastructure management information, support and 
partnerships are available to SMEs to enable the SMEs and their customers to 
participate more securely in e-commerce.  
Given that SMEs identify the high cost of implementation as another challenge, it 
follows that SMEs need funding and finance information for e-commerce. SME-
supporting institutions must meet the need for relevant funding information solutions 
for the implementation of e-commerce business models and strategies. Owners of 
programmes / projects like the United Nations Industrial Development Organisation 
(UNIDO) –who has also recently launched a project to promote e-commerce between 
SMEs in the BRICS countries – are potential partners for such endeavours. 
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Rathaba (2019:60) referred to the need for a “one-stop-shop centre for SMEs to have 
access to financial information and support”. In a more general sense, considerable 
amounts of funding are spent by governments to support SMEs – not just for e-
commerce adoption (BER, 2016; Bhorat et al., 2018). However, policymakers need to 
identify a more efficient process of making funding information and assistance 
available to the SMEs, in this case, as it relates to e-commerce adoption (Almarabeh 
and AbuAli, 2010; Ainin et al., 2015; Mkhosi, 2017; Rathaba, 2019).  
The final considerable threat to e-commerce, as was expressed by both SMEs and 
customers, is the threat of load-shedding which limits the system availability and thus 
the use of online modes of trade. There are three distinct ways that load-shedding can 
affect an online business (ShopLi eCommerce, 2015): 
• A power failure can take down host servers, but this is such an obvious risk that 
most hosting services are already robustly protected, 
• Power outages to business premises mean SME employees are unable to work 
or respond to customer queries, sometimes for hours at a time; and  
• If customers do not have power, they may be unable to access the SME 
shopping site. 
Ensuring websites are mobile-responsive can mitigate these risks and thereby enable 
businesses to keep trading despite load-shedding. Due to the existence of load-
shedding schedules, many South Africans plan and are careful to keep their cellphones 
charged, with some carrying mobile power packs. So, if an SME’s website is easy to 
navigate on a mobile phone, most customers would be able to shop even when there 
is load shedding (Mayayise and Osunmakinde, 2014; Burton and Scheepers, 2017).  
The most critical step is thus, to make sure that the SME shopping site is using a 
mobile-friendly e-commerce plugin (Mayayise and Osunmakinde, 2014; Mavimbela 
and Dube, 2016). According to ShopLi eCommerce (2015), “Making it as easy as 
possible for customers to pay using their mobile phones is probably the single most 
valuable change website owners could make right now.” 
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SME owners must concentrate on ways to improve mobility using a combination of 
smartphones, laptops and mobile data also to ensure that development and customer 
service teams stay online through outages (Mayayise and Osunmakinde, 2014). 
Unfortunately, this hardware has a cost implication, and again, SME-supporting 
institutions should take note to package mobility hardware solutions to assist SMEs to 
overcome the load-shedding constraint to e-commerce adoption. 
The capability to be online for customer support during load-shedding is also an 
opportunity for SMEs. This is especially true as load-shedding does not happen at the 
same time for different areas in the country. If the SME can respond quickly and 
appropriately when people need it, this becomes an opportunity to build a loyal 
customer base (Burton and Scheepers, 2017). Such investments in customer 
experience can bear fruit long after the supply of electricity is restored (ShopLi 
eCommerce, 2015). 
Customers also indicated the risk of misinterpretation / false advertising as a barrier to 
e-commerce adoption. This is consistent with customer experiences of e-commerce 
adoption the world over (Ndayizigamiye and McArthur, 2014; Kumar, 2019). SMEs 
(and all organisations trading on the internet) who employ deceptive advertising 
practices are merely trading short term gains for longer-term reputational damage. 
Thus, deceptive advertising should be actively discouraged. 
5.5 Limitations of the Study 
The third quarter of 2019 indicated that there were 2.65 million SMEs in South Africa 
(SEDA, 2020). This study only focused on the 101 SME respondents meaning that the 
vast majority of SMEs did not form part of the study. This gives the study a limited 
focus.  
The study only focused on SMEs in Johannesburg. Johannesburg is a city in Gauteng 
Province, and RSA has nine provinces, i.e. Eastern Care, Free State, Gauteng, 
KwaZulu-Natal, Limpopo, Mpumalanga, Northern Cape, North West and Western 
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Cape. Therefore, this denotes that the e-commerce adoption views of SMEs in other 
provinces did not form part of the study.  
As the study was a cross-sectional study, the study does not take cognisance of 
developments after the publication of the research. This gives the insights a limited 
time focus. 
5.6 Recommendations for Future Research  
The study was based on 101 respondents in Johannesburg. The findings suggest 
that more comprehensive studies at larger scales should be conducted. These 
studies could focus on: 
• Information needs of SMEs that are essential for the adoption of e-
commerce strategies by SMEs; 
• How Government and private initiatives supporting e-commerce adoption 
can be organised and decentralised; 
• How Government and private institutions who provide SME support 
services in terms of e-commerce adoption can improve their reach in terms 
of adequately connecting with SMEs where they are, 
• How Government and private institutions who provide SME support 
services for the adoption of e-commerce can be made more efficient.  
Besides, the underlying factors which impact the adoption or use of e-commerce need 
to be understood in a developing country context. For African countries, specifically, 
the usage of technology lags behind other markets. Factors such as technological 
infrastructure, socio-cultural, socio-economic, and governmental policies in a country 
are the barriers that hinder the successful adoption of e-commerce in developing 
countries. Thus, more comprehensive studies at larger scales also have the potential 
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Annexure A: Introductory Letter 
 
 
Dear Sir/ Madam, 
The Faculty of Engineering and Built Environment of the University of Johannesburg, 
RSA, is conducting research that analyses the Impact of E-Commerce in South African 
Retail sector. We kindly request you to spare a few minutes of your time to fill this 
questionnaire for the faculty to accomplish this task. The survey should take no longer 
than 15 minutes to complete. Please read each question carefully and tick a relevant 
box to indicate your answer. The information collected in this project is strictly 
confidential, and the identity of participants will be protected. Hence, DO NOT write 
your surname and name on this form. 
I thank you so much in advance for your time and cooperation in this matter. Should 
you require more information on the project, do not hesitate to contact me 
telephonically at 078 562 8346 or e-mail me at imorgenm@uj.ac.za 
Yours Faithfully 
I Mputle 
Student @ University of Johannesburg   
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Annexure B: Questionnaire 
PLEASE ANSWER THE FOLLOWING QUESTIONS BY CROSSING (X) ON THE RELEVANT BLOCK 
OR WRITING DOWN YOUR ANSWER IN THE SPACE PROVIDED 
 
SECTION A: BIOGRAPHICAL DETAILS  
This section of the questionnaire refers to the respondent’s background or biographical information. 
Although we are aware of the sensitivity of the questions in this section, the information will allow us to 
compare groups of respondents. Once again, we assure you that your response will remain anonymous.  





2. Level of Education: 
Certificate 1 
Diploma 2 
Bachelor Degree 3 
Honours’’ Degree 4 
Masters’ Degree 5 
Other/ None 6 
 
  
EXAMPLE  of how to complete this questionnaire: 
Your gender? 













SECTION B: Small Business Owners / Managers (SBOM) 
Small Business Enterprises are critical to consumer’s convenience.  
1. Years of business existence 
0 – 5 1 
6 – 10 2 
15 – 20 3 
20 – 25 4 
More than 25 years 5 
 





Other (please specify) 5 
 
3. Please state your organisation type: 
Non-Governmental Organisation 1 
FMCG 2 
Mining 3 




Food industry 8 
Other (please specify)  9 
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5. Who is the driving force for the adoption of electronic technologies in your company? 
The owner  1 
The manager 2 
The employees 3 
The customers 4 
External supplier  5 
 
6. What kind of products or services is offered? 
Alcohol 1 
Books and stationery 2 
Chemists and drugstores 3 
Clothing and footwear 4 
Electrical goods 5 
Food and consumables 6 
Furniture  7 
Music and film 8 
Restaurants and take-away food 9 
If other ,please specify 10 
 
Tick the appropriate number to indicate your best judgement 
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7. Reasons for adopting electronic technologies in the business  
Business associate 1 
Media /business platforms 2 
Industry 4.0 3 
Competition  4 
Google 5 
Larger Customer Base 6 
Most customers prefer E-
commence 
7 
Online Shopping Offers More 
Options 
8 
Lower Labor and Tax Costs 9 
Other ( specify) 10 
 
8. What are the training methods for staff to ensure they are in par with latest technology? 
Staff training  1 
Google   conferences 





Good leadership 4 
A clear strategy  5 























1 2 3 4 5 
Strongly 
Disagree Disagree Not Sure Agree Strongly Agree 







Statements Strongly Disagree → Strongly Agree 
BT1 There is an Internet connection . 1 2 3 4 5 
BT2 There is  a Website. 1 2 3 4 5 
BT3 Electronic technologies for administrative 
procedures are used. 1 2 3 4 5 
BT4 Email communications. 1 2 3 4 5 
BT5 Publishing information on web page such as 
products, catalogues and brochures. 1 2 3 4 5 
BT6 
Using Internet and Website to promote 
company’s products 1 2 3 4 5 
BT7 Using Internet to search for new suppliers 1 2 3 4 5 
BT8 
Electronic interaction between the company 
and government agencies, such as SARS 1 2 3 4 5 
BT9 
The company can order electronically from 
suppliers 1 2 3 4 5 
BT10 Send electronic invoice to customers 1 2 3 4 5 
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10. To what extent do you agree/disagree with the following statements regarding the benefits 












Statements Strongly Disagree → Strongly Agree 
TB1 Saves time 1 2 3 4 5 
TB2 Reduced operating costs 1 2 3 4 5 
TB3 
Reduced inventory and purchasing costs 
1 2 3 4 5 
TB4 Increasing speed of dispatching goods  1 2 3 4 5 
TB5 Marketing cost reductions 1 2 3 4 5 
TB6 
Supply chain cost reductions 
1 2 3 4 5 
TB7 Administrative cost reduction e.g. invoices ,quotation  1 2 3 4 5 
TB8 Improved customer service 1 2 3 4 5 
TB9 Meeting customer expectations through a web site 1 2 3 4 5 
TB10 Better management of marketing information and customer information 1 2 3 4 5 
1 2 3 4 5 
Strongly 
Disagree Disagree Not Sure Agree Strongly Agree 
(Tick the appropriate number to indicate your best judgement) 
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11. To what extent do you agree with the following statements regarding the critical challenges 
of technology implementation? 
1 2 3 4 5 
Strongly 
Disagree Disagree Not Sure Agree Strongly Agree 















Statements Strongly Disagree → Strongly Agree 
TI1 IT security and privacy/cybersecurity 1 2 3 4 5 
TI2 Infrastructure management 1 2 3 4 5 
TI3 Load shedding  1 2 3 4 5 
TI4 Resources/staffing/skills challenges 1 2 3 4 5 
TI5 High cost of implementation 1 2 3 4 5 
TI6 Internet network connectivity 1 2 3 4 5 
TI7 Converting shoppers into paying customers  1 2 3 4 5 
TI8 Choosing the right technology (right email 
software, right inventory etc.  1 2 3 4 5 
TI9 Reverse logistics-Return of products and 
refunds 1 2 3 4 5 
TI10 The struggle of competing on price and 
shipping  1 2 3 4 5 
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SECTION C:  BUSINESS OWNER/ MANAGER/CUSTOMER (BOMC) 
Consumers are critical to Business existence, as a business owner or manager; you are also a 
customer at a particular place, kindly answer this section as a customer 
1. What types of products or services do you usually buy? 
Alcohol 1 
Books and stationery 2 
Chemists and drugstores 3 
Clothing and footwear 4 
DIY goods 5 
Electrical goods 6 
Finance 7 
Foodstuffs and consumables 8 
Furniture  9 
Other (specify) 10 
 
2. Which electronic technologies do you use when purchasing goods/services, and how often 
do you use them? 
Statement Always Frequently Sometimes Hardly Never 
Using Internet to search for 
available sellers or service 
providers 
     
Using company Websites of sellers 
to search for available 
products/services 
     
Placing orders using company 
Websites 
     
Placing orders via email      
Placing orders by telephone calls      
Placing orders by cell phone texts      
Making payments using electronic 
funds transfer 
     
Sending feedback to sellers/service 
providers electronically 
     
 
3. How does electronic technologies benefit you as a customer? 
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Faster buying/selling procedure, as well as easy to find products 1 
Buying/selling 24/7 2 
There is no theoretical geographic limitations 3 
better quality of services 4 
Low shipping cost  5 























Incorrect product (e.g. size) 
 
 
Difficulties returning the product 
 
 
Misinterpretation /false advertising 
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